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ABSTRACT 
 
Frontline employees (FLEs) are a key resource for delivering competitive 
advantage in service firms, as they are responsible for the effective delivery of 
services and, thus, are critical to determining how customers evaluate 
organisations, resulting in improved customer satisfaction and retention.. Within 
the marketing literature, organisational activities focused on employee outcomes 
have been referred to as internal marketing (IM). Given FLEs’ focal role in the 
exchange process, it is essential that FLEs respond positively to internal marketing 
(IM) activities that deliver on externally-focused marketing strategies and 
programs. For effective implementation of IM, firms adopt and develop internal 
market orientation (IMO) to understand the needs and wants of their internal 
customers (i.e., employees), which is similar to how firms use market orientation 
(MO) to gather information and respond to external customers. It has been argued 
in the literature that the success of IMO is contingent on how FLEs view and 
respond to the process. 
 
Within the literature, a variety of IM programs have been discussed (e.g., 
empowerment, participation in decision-making and communication formalisation) 
where these programs, when implemented, might alter and/or improve FLEs’ 
perception of IMO and lead to positive FLE outcomes. The review of the IM 
literature identified organisational identification (OI) and job satisfaction (JS) as 
two significant FLE job outcomes of implementing IM programs and IMO, which, 
in turn, have been found to influence FLEs’ customer-oriented behaviour (COB), 
that is, improve customer interactions. 
 
FLEs’ perception (and the impact of their perception) of IMO have been under-
researched, which is surprising, given FLEs’ essential role in achieving 
organisational outcomes. Understanding how FLEs perceive and respond to IMO 
is, therefore, essential. Additionally, research is yet to empirically examine 
whether FLEs’ experience of a set of integrated IM programs (i.e., the internal 
activities delivering on IMO, which include employee empowerment, participatory 
decision-making and communication formalisation between management and 
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employees) influences FLEs’ perception of IMO. This thesis develops and 
empirically tests a model that positions perception of IMO as a central variable, 
mediating the relationship between IM programs and FLEs’ OI and JS, which, in 
turn, predicts FLE’s COB. 
 
The extant literature was used to identify the relationships between the constructs 
within a conceptual model. The thesis is guided by eleven hypotheses testing seven 
direct relationships and four indirect relationships. The hypotheses were tested 
using a sample of 295 frontline salespeople working for a large Bangladeshi 
general insurance company. A bootstrapping bias-corrected 95% confidence 
interval procedure in SEM, using AMOS 20, was used to address multi-variate 
non-normality. The thesis also uses the phantom-model approach to calculate the 
specific indirect effects (i.e., mediated) of perception of IMO on COB via JS and 
OI. Given the data were self-reported, the thesis also tests for common method 
variance (CMV), which had no significant effect on the model. 
 
The structural model explained 54% variance in FLEs’ perception of IMO, 14.8% 
in OI, 43.9% in JS, and 34.8% in FLEs’ self-reported COB. The findings of this 
thesis support nine of the eleven hypothesised relationships. The results indicate a 
significant and direct positive relationship (β = .59, p< .01) between FLEs’ 
experience of IM programs and their perceptions of IMO. This suggested that 
when employees have a positive experience of the IM programs it improves their 
perception of IMO. Experience of IM programs, however, did not have a direct 
effect on either OI or JS. The direct paths between perceptions of IMO and OI (β = 
.69) and perceptions of IMO and JS (β = .78) were found to be significant. 
 
The thesis also found that perceptions of IMO mediated the relationships between 
experience of IM programs and OI (indirect effect = 0.41), and JS (indirect effect = 
0.46). FLEs’ OI and JS also mediated the relationship between their perception of 
IMO and COB (total indirect effect = .38). Decomposing the total indirect effects 
through the phantom mediation approach identified that OI has a significant 
indirect effect (β = 0.20), mediating the relationship between perception of IMO 
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and COB. JS had a significant indirect effect (β = 0.18), mediating the 
relationships between FLEs’ perception of IMO and COB. Thus, this thesis 
confirmed that there are two specific, indirect effects identified between perception 
of IMO and COB. Management, therefore, needs to engender IM programs that 
positively influence FLEs’ views of IMO which, in turn, will have an impact on 
their OI and JS and, ultimately, on their COB. By addressing the relationships 
between the five major constructs (i.e., experience of IM programs, perception of 
IMO, OI, JS and COB) this thesis has substantially contributed to existing IM 
theories, and provides guidance for practice. 
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KEY DEFINITIONS FOR THIS THESIS 
Frontline Employees (FLEs): employees responsible for interacting with external 
customers 
Internal Marketing (IM): IM is viewed as the broader ‘umbrella’ or ‘philosophy’ 
that governs the development and implementation of strategies and programs 
undertaken to win over external customers through the fulfilment of frontline 
employee needs 
IM Programs: an organisation’s human resource focused programs/activities 
(i.e., empowerment, participation in decision-making, and communication 
formalisation) that deliver an organisation’s IM strategies through employees 
FLEs’ Experience of IM programs: the way FLEs experience (i.e., assess) the set 
of integrated IM programs altering their views of organisational strategies 
Internal Market Orientation (IMO): processes for understanding employees’ 
needs and responding accordingly, by delivering the right ‘job products’, which 
result in employees becoming more customer-focused. This process is analogous to 
the way a firm uses traditional market orientation (MO) to gather information and 
then responds to external customers’ needs. 
FLEs’ Perception of IMO: the way FLEs view the overall IMO process 
FLE Outcomes: IM literature identifies organisational identification (OI) and job 
satisfaction (JS) as two significant outcomes for FLEs, which have been found, 
ultimately, to influence customer-oriented behaviour (COB) 
Job Satisfaction (JS): FLEs’ perception of the pleasurable emotional state 
resulting from the appraisal of their job 
Organisational Identification (OI): FLEs’ perception of oneness with or 
belongingness to the organisation 
Customer-oriented Behaviour (COB): FLEs’ perception of behaviours that are 
focused on engendering customer satisfaction 
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CHAPTER ONE 
INTRODUCTION 
 
1.1 Introduction 
Chapter One, which is organised into eight sections, provides an introduction to the 
thesis as well as identifying the significance of the research findings for theory and 
practice. Following Section 1.1, Introduction, the chapter provides the background 
to the research in Section 1.2. Section 1.3 articulates the research questions the 
thesis is designed to address based on the gaps identified in the literature. This is 
followed by a discussion of the aims of this thesis in Section 1.4. A statement of 
the study’s significance is discussed in Section 1.5, the method used to examine the 
research questions is overviewed in Section 1.6, and the anticipated theoretical 
implications of the thesis findings are discussed in Section 1.7. The chapter 
concludes by providing the overall structure of the thesis in Section 1.8. 
 
1.2 Research Background 
The competitive pressures faced by firms in service industries, for example, 
airlines, banking, insurance and hospitality industries, compel them to seek 
competitive advantage through delivery of consistent service quality (Kim & 
Kleiner, 1996; Wirtz, Heracleous, & Pangarkar, 2008). Frontline employees 
(FLEs) are a key input for delivering service excellence and organisational 
productivity, both of which are important sources of competitive advantage (Wirtz 
et al., 2008). Lings, Beatson and Gudergan (2008) pointed out that how FLEs 
deliver a service is a critical factor in determining how customers perceive service 
encounters. FLEs present the face and the voice of their organisations to customers 
(Babakus, Yavas, Karatepe, & Avci, 2003; Elmadağ, Ellinger, & Franke, 2008; 
Yavas & Babakus, 2010) and it is important, therefore, that FLEs’ behaviours 
deliver on organisational promises. In this way FLEs’ interactions with customers 
implement the marketing concept in practice (Gounaris, 2008b). 
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Businesses have recognised that no strategy aimed at customer satisfaction and 
retention can be complete unless it also focuses on reaching and winning over 
customer contact FLEs (Yavas & Babakus, 2010). Within the marketing literature 
firm’s initiatives focused at employee outcomes have been referred to as internal 
marketing (IM) (Berry, 1981; George, 1990; Gronroos, 1985; Rafiq & Ahmed, 
2000). Lings and Greenley (2010) further delineated IM as “a philosophy of 
valuing and treating employees as an intermediate set of customers inside the firm 
and enhancing the value provided to employees with the aim of encouraging them 
to enact the organisations’ marketing objectives” (p. 323). Other studies have 
argued that IM also can be viewed as a philosophy that guides firm’s initiatives to 
win over external customers through the fulfilment of FLEs’ needs (Berry, 1981; 
Gronroos, 1985; Gournaris, 2008a; Lings, 2004). Therefore, IM can be viewed as 
the broader umbrella or philosophy (Gounaris, 2008a; McGee and Spiro, 1988) that 
governs the internally focused strategies and activities to achieve external 
marketing outcomes. This is important because failure to undertake successful IM 
might be anticipated to result in poor service delivery, resulting in customer 
dissatisfaction which, in turn, would result in lower firm performance though 
consumer defection or other negative customer outcomes (Dabholkar & Abston, 
2008). 
Lings (2004) highlighted that in order to effectively translate the philosophy of IM 
into practice,  firms need to develop strategies which are internal market oriented. 
Thus, firms are now adopting and developing internal market orientation (IMO) to 
understand their internal employees (Lings & Greenley, 2010), which is similar to 
how firms use marketing orientation to gather information and respond about 
external customers, as in traditional ‘market orientation’ (Kohli & Jaworski, 1990; 
Kohli, Jaworski, & Kumar, 1993). For IMO to be effective, firms need to generate 
information about the wants and needs of employees and respond accordingly 
through delivering the right ‘job products’. Accordingly, Lings and Greenley 
(2005) conceptualised the IMO process comprised of three underlying dimensions: 
(i) generation of internal information that involves identifying the benefits that 
employees seek from their jobs, what they are ready to exchange for those benefits, 
and what competitors are offering in terms of alternative employment; (ii) internal 
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communication (or dissemination of information) of the information generated 
from the employee (i.e., internal market); and (iii) internal responsiveness that 
involves the design and implementation of the firm’s response (i.e., market-
oriented ‘job products’) in accordance with the internal information generated and 
communicated to achieve positive employee and organisational outcomes. 
While IMO is implemented with good intentions by management, it has been 
argued in the literature that the success of IMO is contingent on how FLEs view 
and respond to the process (Carter & Gray, 2007; King & Grace, 2008; Lovelock 
& Wirtz, 2011). Past studies have focused mainly on managers’ views about IMO 
(Lings & Greenley, 2009, 2010), but FLEs may perceive organisational strategies 
and actions differently from their managers (Harris & Ogbonna, 2000, 2006; 
Marinova, Ye, & Singh, 2008), as can occur in any service design process. Given 
FLEs are one of the key targets of IMO, it is important to directly study FLEs’ 
perception of IMO and the impact of their perception on FLEs’ job outcomes, that 
is, understanding whether IMO is effective (Carter & Gray, 2007; Gounaris, 
2008a; King & Grace, 2008). 
Within the IM literature, several studies have examined the delivery of IM 
programs (i.e., tactics used to deliver an organisation’s IM strategies (i.e., IMO) 
through employees) which encompass various human resource-focused activities 
including training, rewards, socialisation, participatory decision-making, 
involvement, empowerment and communication formalisation (Ahmed, Rafiq, & 
Saad, 2003; Anaza & Rutherford, 2012; Foreman & Money, 1995; Gounaris, 
2008a; Higgins, 1996; Thomson, 1990). Gounaris (2008a) grouped IM programs 
into three broad categories which include employee empowerment, participation in 
decision-making, and formalisation of communication between management and 
employees. It has been suggested that when implemented as a set of activities, IM 
programs influence FLEs’ perception of management’s support of the employees, 
as well as employees’ perception of their jobs (Anaza & Rutherford, 2012; Yoon, 
Beatty, & Suh, 2001). Other authors have argued that these three categories of IM 
programs, when implemented in an integrated way, might alter and/or improve 
FLEs’ views of IMO leading to positive FLE outcomes (Dunne & Barnes, 2000; 
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Gounaris, 2008a; Harris & Ogbonna, 2000; Higgins, 1996; Thomson, 1990). This 
is analogous to previous studies which reported that human resource-focused 
managerial practices positively impacted on employees’ perception of 
organisational support as well their overall evaluation of job conditions (Cardy, 
Miller, & Ellis, 2007; Harter, Schmidt, Asplund, Killham, & Agrawal, 2010). 
Based on the above-mentioned literature, it is argued in this thesis that FLEs’ 
experience (i.e., their assessment) of a set of IM programs influences their views of 
IMO which, in turn, results in positive and significant FLE job outcomes, such as 
organisational identification, job satisfaction and, ultimately, customer-oriented 
behaviour (Berry, 1981; Gounaris, 2008a; Payne, 1993; Wieseke, Ahearne, Lam, 
& Dick, 2009; Woodruffe, 1995). Unfortunately, past studies also argue that FLEs 
are not always positively disposed towards IMO and IM programs, but rather, 
sometimes believe they are designed to increase the firm’s demands on its 
employees (Gounaris, 2008a; Harris & Ogbonna, 2000; King & Grace, 2008; 
Papasolomou-Doukakis, 2002; Papasolomou-Doukakis & Kitchen, 2004). Given it 
is FLEs who are the key target of IM programs designed so that employees deliver 
on organisational strategies (i.e., IMO), it is important to directly study their 
experience (i.e., assessment) of IM programs, perception of IMO and to investigate 
whether FLEs’ perception, in turn, impact on their job outcomes (Carter & Gray, 
2007; Gounaris, 2008a). 
 
1.3 Research Gaps and Problem 
While there have been a few studies that have investigated internal service climates 
and managerial commitment to service quality from the perspective of FLEs 
(Babakus et al., 2003; Yavas & Babakus, 2010; Yavas, Babakus, & Ashill, 2010; 
Yoon et al., 2001), customer contact FLEs’ experience of IM programs and 
perception of IMO has been under-researched. As previously identified, this is a 
gap which needs to be addressed because the success of IM programs and IMO is 
contingent on how FLEs respond to the strategies and programs. There are a few 
employee-focused papers examining IMO, although these papers have limitations. 
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For instance, Gounaris’s (2008a) study of FLEs in the Greek hotel industry 
investigated IMO and its consequences on job satisfaction. However, the study 
failed to integrate the impact of IMO on other employee outcomes, such as 
organisational identification (OI) among employees and their customer-oriented 
behaviours (COB), which the literature has identified as being important to the 
firm, because of how it influences customer outcomes (Bansal, Mendelson, & 
Sharma, 2001; George, 1990; Wieseke et al., 2009). Tortosa, Moliner, and 
Sanchez’s (2009) study of bank cashiers in one small Spanish credit institution 
examined employee perceptions of IMO, however, the study only focused on the 
impact of IMO in regard to employee satisfaction and not more on customer-
focused outcomes. 
As was discussed earlier, a set of IM programs (i.e., empowerment, participation in 
decision-making and communication formalisation) alters FLEs’ view of IMO 
which, in turn, might increase a variety of job outcomes. Surprisingly, while the 
connection between IM programs and employees’ perception of IMO has been 
proposed based on anecdotal evidence in previous studies, the literature has not 
empirically assessed whether FLEs’ experience (i.e., their assessment) of IM 
programs (such as empowerment, participation in decision-making and 
formalisation of communication) positively influences their perception of IMO and 
whether, in turn, this leads to FLEs having positive job outcomes. Such empirical 
investigation is important as the results should provide evidence for better 
developing and targeting effective IM programs that deliver on IMO, resulting in 
positive employee outcomes. 
IM programs and IMO are both designed to result in a variety of positive employee 
outcomes such as job satisfaction, organisational citizenship behaviour, motivation, 
organisational identification, job performance, etc. (Ahmed et al., 2003; Gounaris, 
2008a; Gounaris, Aikaterini, & Kalliopi, 2010; Lings & Greenley, 2010). 
However, within the IM literature, OI and JS have been identified as two 
significant outcomes for FLEs which have been found to influence their COB 
which, in turn, has been found to improve customer satisfaction and organisational 
performance (Berry, 1981; Gounaris, 2008a; Homburg, Wieseke, & Hoyer, 2009; 
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Lings & Greenley, 2005, 2010; Payne, 1993; Stock & Hoyer, 2005; Wieseke et al., 
2009; Woodruffe, 1995). OI has been defined in the literature as employees’ sense 
of belongingness to the organisation (Wieseke et al., 2009). It has been identified 
as being important because FLEs’ OI leads to positive customer-oriented 
performance which, ultimately, links to achieving organisational objectives (Lam, 
Kraus, & Ahearne, 2010; Wieseke, Ullrich, Christ, & Van Dick, 2007). JS is 
defined as the pleasurable emotional state resulting from the employees’ appraisals 
of their jobs (Locke, 1969) and has also been found to be positively related to 
FLEs’ COB (Hoffman & Ingram, 1992). FLEs’ COB has been described in the 
literature as employees adopting behaviours that aim to engender customer 
satisfaction (Peccei & Rosenthal, 1997; Stock & Hoyer, 2005). The linking of 
outcome variables, such as OI and JS, to COB is important because previous 
studies have found that when FLEs deliver superior external services (i.e., 
becoming customer-oriented), this leads to customer satisfaction and other positive 
organisational outcomes (Homburg et al., 2009; Stock & Hoyer, 2005). 
Commensurate with the importance of linking FLEs’ outcome variables of OI, JS 
and COB, past IM studies have highlighted that the end goal of IM is, therefore, 
focused on ensuring employees deliver superior external services (i.e., become 
customer-oriented) through effectively engaging FLEs using IM programs (Berry, 
1981; Gronroos, 1993; Payne, 1993). The literature indicates that FLEs’ 
experiences of IM programs might impact on FLEs’ perception of IMO and their 
OI and JS, and there is also a possibility that FLEs’ experience of IM programs 
indirectly impacts OI and JS through FLEs’ perception of IMO (i.e., FLEs’ 
perception of IMO mediates the relationship between IM programs and OI). 
Existing IM studies, however, have not integrated or empirically tested these direct 
or indirect relationships. 
Based on the literature discussed, the following six research questions can be set 
out for this thesis: 
RQ1: Does FLEs’ experience of IM programs positively impact on their 
perception of IMO? 
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RQ2: Does FLEs’ experience of IM programs positively impact on FLEs outcomes 
(i.e., job satisfaction and organisational identification)? 
RQ3: Does FLEs’ perception of IMO positively impact on FLE outcomes (i.e., job 
satisfaction and organisational identification)? 
RQ4: Does perception of IMO mediate the relationship between FLEs’ experience 
of IM programs and FLE outcomes (i.e., job satisfaction and organisational 
identification)? 
RQ5: Does FLEs’ job satisfaction and organisational identification directly 
impact on their customer-oriented behaviour? 
RQ6: Does FLEs’ organisational identification and job satisfaction mediate the 
relationship between FLE perception of IMO and customer-oriented behaviour? 
 
The following framework illustrates the above research questions: 
Figure 1.1: Illustrations of the Research Questions 
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Note: The dotted (--) arrows show the research question related to mediation links. Solid 
lines (-) show the research questions related to direct links. 
*The customer and firm outcomes are beyond the scope of this thesis and are not assessed. 
 
1.4 Research Aims 
To answer the above research questions and fill the gaps in understanding the 
impact of FLEs’ experience of IM programs and their perception of IMO on FLEs’ 
outcomes, this thesis aims to: 
(i) Develop a model, based on the literature, that integrates FLEs’ experience of IM 
programs, their perception of IMO, and FLE outcomes. This addresses a gap in the 
research that has only previously examined aspects of these relationships. 
(ii) Test the validity of the proposed conceptual model that integrates IM programs, 
IMO from the perspective of FLEs and, whether this in turn impact on FLEs 
alternative job outcomes (i.e., job satisfaction, organisational identification and 
customer-oriented behaviour). 
(iii) Make a substantial contribution to IM theory as well as identify managerial 
implications associated with the relationships between the variables in the model. 
 
1.5 Statement of Significance 
Previous IM studies have looked mostly at how managers view IM programs and 
IMO, and a review of the IM literature (Chapter Two) identifies that FLEs’ 
perspective of IM has been under-researched. It is widely accepted in the literature 
that FLEs are one of the key sources of competitive advantage (CA) for firms, as 
they are responsible for delivering effective services, thus, employees are critical in 
regard to how consumers evaluate organisations (Lovelock & Wirtz, 2011). 
Thereby, the successful implementation of IM programs and IMO processes is 
largely contingent on how FLEs respond to the strategies and programs. It is, 
therefore, significant for management to understand whether FLEs’ experience of 
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IM programs delivers on organisational strategy (i.e., IMO) and whether this, in 
turn, results in alternative FLE outcomes (i.e., OI, JS and COB). 
This thesis contributes by developing a model of IM that integrates the 
relationships between experience of IM programs and perception of IMO and job 
outcomes from the perspective of FLEs, thus filling a research gap in the extant 
literature. The model posits that how FLEs experience the set of integrated IM 
programs alters their view of the firm’s IMO process which, in turn, predicts FLEs’ 
outcomes, that is, their OI and JS. Subsequently, FLEs’ COB is also influenced, 
which is considered to be the key focus of implementing IM targeting FLEs 
(Berry, 1981; Gronroos, 1993; Payne, 1993). Figure 1.2 illustrates the conceptual 
model that is tested in this thesis. The hypotheses generated are based on the 
literature and are described in detail in Chapter Three. 
Figure 1.2: Integrating FLE’s Experience of IM Programs, Perception of 
IMO and FLE Outcomes 
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The contribution of the proposed conceptual model is that it examines customer-
contact FLEs and their views regarding IM programs and IMO, which have not 
been extensively addressed in the literature. The model assesses how FLEs’ 
experience of IM programs influences their views of IMO, by incorporating IM 
programs as a latent construct comprising three types of activities that employees 
experience (i.e., employee empowerment, participation in decision-making and 
communication formalisation), which have also previously been adopted by other 
IM researchers (Anaza & Rutherford, 2012; Gounaris, 2008a). 
Perception of IMO is also conceptualised as a latent reflective construct, as 
organisations design integrated strategies comprising sets of programs reflecting 
IMO (Gounaris, 2008b; Madhavaram & Hunt, 2008). Additionally, the thesis 
focuses on how FLEs perceive the overall IMO process, rather than how individual 
components form IMO. Thus, FLEs’ perception of IMO is conceptualised as a 
reflective construct (i.e., comprised of three underlying sub-dimensions - internal 
generation of information, internal dissemination of information, and internal 
managerial responsiveness), rather than as a formative construct. A number of 
researchers have also used similar reflective conceptualisations for market 
orientation (Bhuian, Menguc, & Bell, 2005; Min, Mentzer, & Ladd, 2007; Wei & 
Atuahene-Gima, 2009) as well as IMO (Gounaris, 2008a; Lings & Greenley, 2009; 
Sanchez-Hernandez & Miranda, 2011), although the specific operationalisation has 
varied across studies. 
One would anticipate that the way management implements IMO would impact on 
employees’ level of customer-oriented actions (Berry, 1981; Grönroos, 1993; 
Payne, 1993; Wieseke et al., 2009), although this has not previously been 
empirically tested. Rather, within the IM literature it has been argued that IMO 
impacts on employees’ OI and JS, which, in turn, influence COB (i.e., IMO 
indirectly affects employees’ COB) (Berry, 1981; Gounaris, 2008a, 2008b; Lings 
& Greenley, 2005; Payne, 1993; Wieseke et al., 2009; Woodruffe, 1995). 
Therefore, the proposed model incorporates multiple FLE outcomes of JS and OI 
which, in turn, lead to COB (Ahmed et al., 2003; Berry, 1981; Gounaris, 2008a; 
Lings, 2004; Payne, 1993; Wieseke et al., 2009; Woodruffe, 1995). Thus, FLEs’ 
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experience of IM programs and their perception of IMO leads to improved 
employee outcomes (OI and, JS), and more positive FLEs COB. 
 
1.6 Research Method 
A basic aspect of undertaking research is addressing the philosophical assumptions 
that support the choice of methodology (Hussey & Hussey, 1997; Nueman, 2008). 
There are two broad methodological approaches found within the social science 
literature - Positivism and Phenomenological (Dourish, 2004; Mangan, Lalwani, & 
Gardner, 2004; Nueman, 2008). The proposed model to be tested in this thesis 
(Figure 1.2) examines complex relationships between the variables under study, 
which is most suited to a quantitative approach (Babin, Hair, & Boles, 2008; 
Hoyle, 2012; Nueman, 2008). Thus, this thesis follows a positivist paradigm and 
employs quantitative/statistical procedures (Creswell, 2003) to test the model and 
subsequently examine the hypotheses generated. 
As was discussed in Section 1.5, this thesis investigates customer-contact FLEs’ 
experience of IM programs, their perception of IMO and the impact on OI and JS, 
which, in turn, lead to changes in employees’ COB. FLEs who interact with 
external customers, therefore, are taken as the unit of analysis. Frontline 
salespeople working within the financial services sector for one of the five largest 
Bangladeshi general insurance companies, selling a wide range of general 
insurance products to businesses, were used as the sample population. The 
Bangladeshi insurance industry was viewed as an ideal setting to test the proposed 
model as there is generally high involvement, relationship-focused, FLE customer 
contact, with customers relying extensively on the FLEs for support and advice 
(Andaleeb & Anwar, 1996; Boshoff & Allen, 2000; Reza & Iqbal, 2007; Roman & 
Ruiz, 2005). Previously, IM studies examining FLEs have been undertaken in the 
financial services industry by Babakus et al. (2003), Caruana & Calleya (1998), 
Kaur, Sharma, & Seli (2009) and Tortosa et al. (2009). The IM activities 
undertaken by the organisation, from which FLEs participating in this study were 
drawn, are listed in Chapter Four (Section 4.4.3, Table 4.22). 
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After receiving ethics approval from Deakin University and consent from the 
participating organisation, surveys were distributed to potential participants (i.e., 
FLEs) at the organisation’s quarterly sales meetings, which took place in the 
company’s nine regional head offices located across Bangladesh. To capture 
potential respondents who were not at the regional meetings, the survey was also 
distributed at the company’s half-yearly sales meeting (people who had previously 
responded were asked not to complete the survey again). Five hundred and sixty-
three self-administered surveys were distributed among all the general insurance 
company’s frontline salespeople. Two hundred and ninety-five usable 
questionnaires were returned (52.4% of the surveys distributed). The broad sample 
demographics are discussed in detail in Chapter Five (Section 5.4). 
The measures of interest for this thesis have all been adopted from previous studies 
with valid and reliable measures of corresponding constructs. A review of the 
literature identified 47 items appropriate for measuring the constructs within the 
model, which are summarised in Table 1.1. The rationale for the selection of these 
constructs and associated items is discussed in Chapter Four (Section 4.4.1). Items 
used in this study were measured on a 7-point Likert-type scale ranging from 1 
(strongly disagree) to 7 (strongly agree), with the exception of customer-oriented 
behaviour (i.e., the dependent variable in the model), which was assessed using a 
7-point scale ranging from 1 (never) to 7 (always), capturing the frequency of 
FLEs’ self-reported COB. 
The survey questionnaire was then pre-tested using a three-stage process which 
included: (i) pre-testing on a sample of marketing academics to get feedback on 
clarity, applicability and contextual relevance of items; (ii) surveying 25 MBA 
students studying in Bangladesh who were also working as full-time insurance 
salespeople (i.e., in a FLE role similar to those being targeted) to get comments on 
instructional clarity, item clarity, relevance and time needed for survey completion; 
and (iii) having the survey reviewed by three insurance company executives from 
the targeted organisation before administering the final survey. 
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Table 1.1: Total Number of Items Used for Measuring Key Constructs 
 
Constructs No of items Dimension Source 
IM program 14   
Empowerment 4 Uni-Dimensional Gounaris (2008a ) 
Participative Decision-
Making 
4 Uni-Dimensional Oliver & Anderson 
(1994) 
Communication Formality 6 Uni-Dimensional Gounaris (2008a ) 
    
IMO 16   
Internal Information 
Generation 
7 Uni-Dimensional Tortosa et al. (2009) 
Internal Information 
Dissemination 
4 Uni-Dimensional Tortosa et al. (2009) 
Internal Responsiveness 5 Uni-Dimensional Tortosa et al. (2009) 
    
Employee Outcomes 17   
Organisational 
Identification 
6 Uni-Dimensional Mael & Ashforth  
(1992) 
Job Satisfaction 5 Uni-Dimensional Hartline & Ferrell 
(1996) 
Customer-Oriented 
Behaviour 
6 Uni-Dimensional Peccei & Rosenthal 
(1997) 
 
Data normality was assessed before estimating parameters using the data and 
testing hypotheses (Bagozzi & Yi, 2012). As will be identified in Section 5.3, 
multi-variate normality was evaluated using Mardia’s (1970) multi-variate kurtosis 
statistic, which indicates violation of normality (Mardia’s statistics = 35.64, p 
<0.05). To address non-normality this thesis undertook maximum likelihood (ML) 
estimation of CFAs and the structural model using Version 20 of AMOS, coupled 
with bootstrapping of the data, which assumes a lack of normality and provides 
stronger accuracy of intervals for testing parameters (Byrne, 2010; Hancock & Liu, 
2012; Zhao, Lynch, & Chen, 2010). 
Item reliability and construct validity were undertaken to assess the measurement 
and structural model, and are described in detail in Sections 5.6 and 5.7. SPSS 20 
was used to test for construct reliability. Cronbach’s alpha (α) and composite 
reliability (CR) of all the constructs in this study were equal to or higher than the 
cut-off value of 0.7, thus indicating acceptable internal consistency for the 
composite items used (Hair, Black, Babin, Anderson, & Tatham, 2006). 
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Respondent demographic characteristics were examined to identify whether age, 
gender, education or job experience affected the five constructs used in the thesis, 
using a series of ANOVAs, t-tests and correlations. This was undertaken to 
determine whether demographic characteristics should be integrated into the 
model, as past research has provided equivocal results in terms of the impact of 
demographics on perception of IMO and experiences of IM programs (Naude, 
Desai, & Murphy, 2003). The results, as presented in Section 5.7.3, indicated that 
the variables used in the model did not vary based on any of the demographic 
characteristics. Therefore, they were not integrated into the model and excluded 
from further analysis). 
All data were self-reported which introduces the possibility of common method 
variance bias (CMV), as respondents might provide data that are internally 
consistent rather than reflecting actual outcomes (Chang, Van Witteloostuijn, & 
Eden, 2010). To assess this, the thesis tested for CMV (detailed in Section 5.7.2), 
which indicated that CMV had no significant effect on the model. 
Given the nature of the relationships hypothesised within the proposed conceptual 
model (Figure 1.1), structural equation modelling (SEM) was used to evaluate the 
measurement of constructs, as well as the relationships in the theoretical model 
(using AMOS 20 software). Anderson and Gerbing (1988, p. 411) argue that SEM 
is a confirmatory method providing “a comprehensive means for assessing and 
modifying theoretical models”. Past studies have found SEM to be an appropriate 
technique for testing theoretical models within an IM context (Babakus et al., 
2003; Gounaris, 2008a, 2008b; Gounaris et al., 2010; Lings & Greenley, 2009; 
Panigyrakis & Theodoridis, 2009). As suggested in the literature, the SEM process 
within this thesis follows a two-stage approach: (1) measurement model testing and 
(2) structural model testing (Anderson & Gerbing, 1988; Hair et al., 2006), which 
are detailed in Section 5.5. 
Bootstrapping, described as a technique that enables creation of multiple sub-
samples from an original database, facilitates the derivation of standard errors, 
confidence intervals and model fit assessment that is more robust than default 
maximum likelihood (ML) estimates (Byrne, 2010; Hancock & Liu, 2012), and is 
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also appropiate for use when data is non-normal. The bootstrapping bias-corrected 
95% confidence interval procedure was, therefore, used to test the relationships 
(Section 4.4.5.7 describes this procedure in detail). Given that indirect effects were 
also hypothesised, the thesis also uses the phantom-model approach to calculate 
these indirect (i.e., mediated) effects (i.e., perception of IMO on COB via JS and 
OI) (Macho & Ledermann, 2011). Results of both the direct and indirect (i.e., 
mediated) hypotheses are presented in detail in Section 5.8.1. 
 
1.7 Thesis Contribution 
This thesis contributes to the marketing literature and most notably to the IM 
literature in five major ways which are discussed in detail in Sections 6.6 and 6.7. 
A summary of the contributions are provided below: 
First, the thesis makes a significant contribution to IM theory by testing a model 
that integrates FLEs’ experience of a set of IM programs and their perception of 
IMO, with links to employee outcomes. This has not been integrated or tested in 
previous internal marketing research. Further, the analyses, as indicated in Chapter 
Five, show that the proposed model holds for the sample drawn from FLEs (i.e., 
salespeople) working for a large general insurance company in Bangladesh. By 
testing the integrative model of IM this thesis informs to the IM literature that a set 
of tactical focused IM programs need to be undertaken by firms to positively 
influence employees’ views of IMO (i.e., strategy) which then positively impacts 
on employees’ alternative work outcomes.  
Second, this thesis extends the existing IM literature by assessing the relationships 
between the variables in the model from the perspective of FLEs, rather than from 
their managers’ perspective. FLEs perspective is important to the understanding of 
the IM literature as employees are responsible for effectively delivering the 
organizational strategies (i.e., IMO) into practice. Thereby the findings of this 
thesis contributes to the current IM literature by highlighting that even though 
management may craft the most carefully developed IM strategy, the successful 
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implementation of the process (i.e., IMO) is contingent on how FLEs respond to it 
(Gounaris, 2008a).    
Third,  existing studies have only posited the link between FLEs’ experiences with 
the set of IM programs and employees’ perception of IMO, and thus was proposed  
based on anecdotal rather than empirical evidence (Dunne & Barnes, 2000; 
Gounaris, 2008a; Harris & Ogbonna, 2000; Higgins, 1996; Thomson, 1990). The 
findings of this thesis confirm there is a significant and positive empirical 
relationship between FLEs’ experiences of IM programs and their perception of 
IMO. This finding contributes to the current IM literature by highlighting that 
FLEs’ positive perceptions of IMO are influenced by their experience of the set of 
IM programs undertaken by their organisation. This is similar to the argument 
provided by Cardy et al. (2007) and Harter et al (2010) that managerial actions 
impact on employee’s perceptions of organisational strategy (i.e. IMO).  
Fourth, the findings of this thesis highlight that FLEs’ positive experience of IM 
programs and their perception of IMO predict FLEs’ organisational identification 
(OI) and job satisfaction (JS) which, in turn, predicts their COB. Fostering COBis 
important, as it has been found that higher levels of COB improve organisational 
outcomes (Homburg et al., 2009; Peccei & Rosenthal, 1997; Stock & Hoyer, 
2005). The findings contribute to IM literature by extending past research and 
demonstrating that it is not just perception of IMO that affects employee outcomes 
(Gounaris, 2008a; Lings & Greenley, 2010; Tortosa et al., 2009) but that FLEs’ 
perception of IMO also mediates the relationship between IM programs and FLEs’ 
outcomes of JS and OI.  
Finally, the thesis also provides empirical support for a positive relationship 
existing between employees’ perception of IMO and FLEs’ OI and JS, which, in 
turn, predicts their COB. This highlights that the ultimate focus of implementing 
IM targeting FLEs should not be limited to employee-focused outcomes (i.e., JS 
and OI), but rather should focus on engendering FLEs’ COB. Such findings are 
vital to marketing theory because past studies have confirmed that increased FLE 
COB results in improved organisational outcomes - such as customer satisfaction, 
customer-company identification, customer loyalty and firms’ financial 
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performance (Homburg et al., 2009; Peccei & Rosenthal, 1997; Stock & Hoyer, 
2005). 
 
1.8 Organisation of the Thesis 
This section briefly overviews the structure of the thesis. 
Chapter One: introduces the topic under investigation, with a brief discussion 
about the methodology used and the thesis’s contribution to the literature. 
Chapter Two: provides an overview of the literature related to internal marketing 
(IM), IM programs, internal market orientation (IMO), significance of frontline 
employees (FLEs) and their perception of IM and, significant FLE outcomes. 
Chapter Three: discusses the development of the proposed conceptual model to be 
analysed and the hypotheses to be tested, which are drawn based on the literature 
in Chapter Two. It discusses the hypotheses related to the seven direct and four 
indirect relationships. 
Chapter Four: outlines and describes the methodology used to empirically 
examine the proposed conceptual IM model established in Chapter Three. The 
methodology comprises an overview of the underpinning methodological 
approach, research design, context and setting. It also addresses the ethical 
considerations and details the statistical analysis undertaken in this thesis. 
Chapter Five: presents the results of data analysed using the statistical techniques 
justified in Chapter Four. The chapter initially reports findings related to data 
coding, data screening, and the response rate and sample characteristics of the data. 
Next, it focuses on the two-stage process using structural equation model (SEM) 
undertaken in this thesis. This is then followed by evaluating the structural model 
fit and the testing of the path effects related to direct and indirect hypotheses. 
Chapter Six: interprets and discusses the results drawn from testing the indirect 
hypotheses, aiming to answer the six underlying research questions identified in 
Chapter One. The chapter also highlights the major theoretical and managerial 
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implications based on the results reported in Chapter Five. Limitations and 
directions for future research are also discussed. Last, concluding remarks 
emanating from the research findings are presented. 
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CHAPTER TWO 
LITERATURE REVIEW 
 
2.1 Introduction 
The purpose of the literature review is to provide an understanding of the nature 
and extent of research that has previously been undertaken in the area of internal 
marketing (IM). This chapter is organised into seven sections and identifies the key 
concepts to be explored in the thesis. A theoretical background to IM is provided in 
Section 2.2 focusing on the alternative ways that IM has been interpreted in the 
literature (Section 2.2.1), interdependency with and difference between human 
resource management (HRM) and IM (Section 2.2.2), the aims of implementing 
IM (Section 2.2.3), and the existing models of IM (Section 2.2.4). The review of 
the theoretical background (Section 2.2) identifies the main concepts that are 
explored in this thesis, which are: IM programs, IMO and frontline employee 
(FLE) outcomes. Section 2.3 provides a discussion of the range of alternative IM 
programs undertaken by organisations which are designed to influence employee 
outcomes. Section 2.4 provides a discussion on internal market orientation (IMO) 
focusing on the employees as internal customers, which parallels the market 
orientation (MO) concept targeting external customers. Section 2.5 discusses the 
significance of understanding FLEs’ experience with IM programs and their 
perception of IMO, since understanding those areas is critical in implementing 
organisational customer-related strategies. Section 2.6 identifies three significant 
FLE outcomes of IM, which are: organisational identification, job satisfaction and, 
customer-oriented behaviour. The chapter concludes (Section 2.7) by summarising 
the literature review, and identifies the issues that will need to be considered in the 
thesis, which are integrated into a conceptual model in Chapter Three. 
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2.2 Internal Marketing (IM) 
Based on the review of the literature this section provides a discussion of the 
various viewpoints in regard to IM (Section 2.2.1), the relationship and differences 
between HRM and IM approaches (Section 2.2.2), the ultimate aim of IM (Section 
2.2.3), and the three existing dominant models that highlight how IM works 
(Section 2.2.4). 
 
2.2.1 Interpretations of IM 
The concept of “internal marketing” emerged in the marketing and management 
literature in the mid-seventies (Berry, 1981; Berry, Hensel, & Burke, 1976; 
George, 1977; Sasser & Arbeit, 1976). Sasser and Arbeit (1976) pioneered the 
notion of motivating firms’ employees to strive for customer consciousness (i.e., 
focusing on the firm’s customers) through the application of traditional marketing 
approaches internally. Berry et al. (1976) while studying internal marketing 
practices in the retail sector focused on the importance of developing internal 
communications strategies and programs to motivate frontline employees to deliver 
excellent services to customers. The strategies and programs were designed to 
motivate employees to exhibit customer-focused behaviour and service excellence, 
later coined by Berry (1981) as internal marketing (henceforth referred to as IM). 
Berry proposed that employees are similar to external customers in that they both 
seek to have their needs fulfilled by organisations. Thereby, Berry posited that IM 
is treating employees as customers, which leads to changes in employee attitudes 
and, in turn, those attitudes positively affect employee behaviour which enhances 
customer satisfaction. Over time a number of IM authors, practitioners and 
researchers have developed alternative definitions and interpretations of IM in 
order to explain their version of the concept (see Table 2.1). 
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Table 2.1: Various Interpretations of Internal Marketing (IM) 
 
 
 
Study 
Interpretations of 
Internal Marketing 
(IM) 
Type 
of 
Study 
 
Key IM Concepts 
Explored 
Berry et al. 
(1976) 
A marketing strategy and 
program based on 
communication with 
employees. Involves the 
development of frontline 
employees’ potential, and 
motivating those who 
offer excellent service. 
Conceptual  Selling ‘job 
products’ to internal 
customers (i.e., 
employees)  
Sasser & 
Arbeit (1976) 
Their IM concept is 
based on the belief that a 
firm’s internal 
market/employees can be 
motivated to strive for 
customer consciousness, 
market orientation, and 
sales mindedness through 
the application of 
accepted external 
marketing approaches 
and principles. 
Conceptual Internal marketing 
is critical for the 
success of service 
enterprises 
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Berry (1981) The treatment of 
employees as customers, 
which can lead to 
changes in employee 
attitudes and, in turn, 
those attitudes positively 
affecting employee and 
customer satisfaction. 
Further, viewing 
employees as internal 
customers, viewing jobs 
as internal products, then 
offering internal products 
that satisfy the needs and 
wants of the internal 
customers while 
addressing the objectives 
of the organisation. 
Conceptual Treating employees 
as customers 
 
Viewing internal 
jobs as products 
Gronroos 
(1985) 
An instrumental 
behavioural strategy for 
developing the “state of 
mind” that enables 
customer service 
effectiveness and 
relationship marketing. 
Empirical 
(case study) 
Selling jobs to 
employees 
Gummesson 
(1987) 
Applying the marketing 
know-how, originally 
developed for the 
company’s external 
marketing, to the 
‘internal market’ as well. 
IM is implemented 
through communication 
with employees and 
culture change 
mechanisms 
Empirical 
(case study) 
Internal marketing 
program 
 
Internal customers 
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Tansuhaj et al. 
(1988) 
Recognition of the 
importance of the 
employee in marketing 
and the direction of effort 
towards the improvement 
of employee activity in 
the marketing program. 
Conceptual  Presents a model of 
services marketing 
linking internal and 
external marketing 
programs 
George & 
Gronroos 
(1989) 
IM as a philosophy for 
managing the 
organisation’s human 
resources based on a 
marketing perspective. 
Conceptual Interdependence of 
IM and HRM 
George (1990) Mechanism of integration 
among functions in the 
firm. It is a holistic 
management process for 
integrating and 
coordinating human 
resource and marketing 
departments to improve 
the company’s service 
orientation. 
Conceptual Developing 
customer 
consciousness 
among employees 
at all levels of the 
organisational 
hierarchy 
Piercy & 
Morgan 
(1991) 
Development of a 
marketing program aimed 
at the internal 
marketplace in the 
company that parallels 
and matches the 
marketing program for 
the external marketplace. 
Conceptual Internal marketing 
programs  
Wasmer & 
Bruner (1991) 
Attempts to promote a 
commitment to the 
organisation’s goals by 
‘selling’ the service 
providers on the service 
offering. IM results to 
individual employee’s 
objectives alignment with 
company objectives. 
Conceptual The significance of 
frontline employees 
in delivering 
services 
 
IM programs and 
organisational 
culture 
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Wilson (1991) IM principles vary in 
targeting, politics, 
incentives, skills, 
motivation and 
interpersonal factors from 
those of external 
marketing ones. 
Empirical 
(case study) 
IM is different from 
that of external 
marketing practices 
Rafiq & 
Ahmed (1993) 
A planned effort to 
overcome resistance to 
change and to align, 
motivate and integrate 
employees towards the 
effective implementation 
of corporate and 
functional strategies. 
Conceptual Provides an 
external-internal 
marketing mix 
Bak et al. 
(1994) 
IM is a holistic 
management process to 
integrate the multiple 
functions of the firm. 
Empirical 
(case study) 
Application of IM 
in service 
organisations 
 
Significance of 
reciprocal 
communication 
Chaston 
(1994) 
IM is a philosophy based 
upon the manager in a 
staff role evaluating the 
need for services which 
are offered to others, 
determining how best to 
satisfy the unidentified 
demand and then utilising 
an appropriate marketing 
mix to fulfil the identified 
requirements of the 
‘internal customers’. 
Empirical 
(develops own 
scale to 
measure 
internal service 
gaps) 
Identifies internal 
service gaps using 
Servqual Model 
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Hales (1994) IM is aimed at attraction, 
retention and motivation 
of ‘service-minded’ 
customer conscious, 
employees to aid the 
perceived service quality 
and effective external 
marketing of the 
enterprise as a way to 
gain competitive 
advantage. 
Conceptual Provides 
differences between 
HRM and IM 
Ballantyne et 
al. (1995) 
Any form of marketing 
within an organisation 
which focuses staff 
attention on the internal 
activities that need to be 
changed in order to 
enhance external market 
place performance. 
Conceptual Provides 
imperatives for 
integrated internal 
service quality 
programs 
Foreman & 
Money (1995) 
IM may have various 
objectives depending on 
who is targeted (specific 
groups of employees or 
the entire organisation). 
IM can be targeted to 
specific departments or to 
the entire organisation. 
Empirical 
(develops own 
scale to 
measure IM 
practices) 
Identifies the type 
of organisation that 
requires IM the 
most or the least 
Varey (1995) IM is concerned with 
bringing about market-
oriented management in 
which marketing is not a 
function but rather a way 
of doing business. 
Conceptual Internal working 
relationship 
Higgins 
(1996) 
IM is focusing a 
company’s marketing 
efforts not only on its 
external customers, but 
also on its employees as 
internal customers. 
Conceptual IM creates a climate 
of trust for 
organisations 
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Gummesson 
(1999)  
IM is the application of 
marketing management 
knowledge, originally 
developed for external 
marketing, to the internal 
market. 
Conceptual Focus on total 
relationship 
marketing 
Varey & 
Lewis (1999) 
A goal-oriented social 
process and a conceptual 
system for continually 
creating strategic 
organisational change in 
response to the macro 
and micro environments.  
Conceptual Broadens the 
concept of IM as a 
social process 
Ballantyne 
(2000) 
A strategy for developing 
relationships between 
staff across internal 
organisational 
boundaries. 
Empirical 
(case study) 
Integration of IM, 
relationship 
marketing and 
knowledge 
management 
Rafiq & 
Ahmed (2000) 
IM is the planned effort 
to achieve employee 
satisfaction, customer 
satisfaction and inter-
functional coordination 
through employee 
empowerment. All of this 
in order to satisfy the 
external customer by 
means of a process that 
achieves satisfied, 
motivated, and customer-
oriented employees. 
Conceptual Provides a review 
of the various 
perspectives of IM 
 
Proposes a model of 
IM for services 
 
Davis (2001) IM is considered as an 
approach to managing 
rather than viewing IM 
exclusively as a program 
or campaign. 
Conceptual Integrates IM with 
participative styles 
of management 
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Ahmed & 
Rafiq (2003) 
IM is a philosophy that 
focuses attention on 
customer satisfaction and 
organisational 
productivity through 
continuous attention and 
improvement of the 
“jobs” that employees 
execute and the 
environment in which 
they execute them.  
IM is a “total” 
managerial approach for 
co-ordination and 
integration. 
Conceptual Links employee 
satisfaction to 
organisational 
performance 
 
Role of IM in 
developing 
organisational 
competencies 
Ballantyne 
(2003)  
IM as a relationship 
development strategy for 
the purpose of knowledge 
renewal. 
Empirical 
(case study) 
Provides 
propositions in light 
of the relationship-
mediated theory of 
IM 
Lings & 
Greenley 
(2005) 
IM interchangeably used 
with internal market 
orientation (IMO) as a 
better means of 
operationalising IM and 
as a tool to align 
employees with the 
external marketing 
strategy of the 
organisation. 
Empirical 
(develops own 
scale to 
measure 
internal market 
orientation 
(IMO)) 
Proposes the five 
underlying 
dimensions of IMO 
Gounaris 
(2006) 
IM as a facet of the 
organisational culture 
characterised by its 
commitment to produce 
value for its employees. 
Empirical 
(develops an 
alternative 
scale to 
measure IMO) 
Proposes IMO as a 
higher-order 
construct comprised 
of three underlying 
dimensions: internal 
generation of 
information, 
internal 
communication, 
and internal 
responsiveness 
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Gounaris 
(2008a) 
IM as the broader 
marketing philosophy 
governs the adoption of 
internal marketing 
orientation (IMO) and 
implementation of IM. 
Empirical 
(tests the 
relationship 
between IMO 
and IM 
practices) 
Proposes IM 
programs 
comprised of 
empowerment, 
participation in 
decision-making 
and communication 
formalisation 
Wieseke et al. 
(2009) 
IM is fundamentally a 
process in which leaders 
instil into followers a 
sense of oneness with the 
organisation or 
organisational 
identification (OI). 
Empirical 
(tests the 
relationship 
between 
leadership 
style, IM and 
organisational 
identification) 
Proposes OI as the 
ultimate aim of 
implementing IM 
Lings & 
Greenley 
(2010) 
IM is a philosophy of 
valuing and treating 
employees as an 
intermediate set of 
customers inside the firm 
and enhancing the value 
provided to employees.  
Empirical 
(tests the 
relationship 
between IMO 
and market-
oriented 
behaviours) 
Conceptualises 
IMO as specific 
managerial 
behaviours 
associated with 
enacting the IM 
philosophy 
 
 
A review of the IM literature reveals that in the 1980s authors focused on areas 
such as the importance of employees, organisational culture, human resources 
management, and service climate when explaining their version of IM. Berry 
(1981) focused on the importance of having a supportive service climate where IM 
creates a more general supportive organisation climate, as well as job products that 
lead to better-prepared service personnel. Gronroos (1985) explained that IM is an 
instrumental behavioural strategy for developing a ‘corporate state of mind’ that 
enables relationship-oriented customer service to occur, where firms engage and 
motivate employees through IM activities, thus fostering the firm’s long-term 
relationship with customers. Gummesson (1987) interpreted IM as the application 
of marketing know-how, originally developed for the company’s external 
marketing, to the ‘internal market’ and treated IM as a mechanism for changing 
organisational culture. Tansuhaj et al. (1988) recognised the importance of 
management effort targeting improved employee activities, through IM. George 
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and Gronroos (1989) broadened the concept further by suggesting that managing 
the human resources of organisations based on a marketing perspective can be 
termed as IM. 
As can be seen in Table 2.1, the IM literature in the 1990s further advanced the 
interpretation of IM. Several authors viewed IM as strategic and tactical marketing 
practices. Others viewed the IM concept as a goal-oriented social process. For 
instance, George (1990) suggested IM should be viewed broadly as a strategic 
process of integrating and coordinating human resource and marketing functions to 
improve the service orientation of companies. George (1990) also suggested that 
IM and organisational behaviour practices should be integrated to implement IM 
strategies more effectively. Rafiq and Ahmed (1993) viewed IM as the process of 
motivating and integrating employees so that they better respond to corporate 
strategies. Bak et al. (1994) viewed IM from a holistic management process, 
suggesting that IM integrates the multiple functions of the firm such as operations, 
finance and human resources. Ballantyne et al. (1995) considered IM as any form 
of marketing within an organisation which focuses on the firms’ staff. Meanwhile, 
Foreman and Money (1995) suggested that when defining IM organisations need to 
address fundamental strategic questions, such as who is the internal marketer and 
who is the IM effort targeting. In their interpretation of IM it was identified that the 
objectives would vary depending on the roles of the employees. 
In the 1990s other authors emphasised the tactical marketing practices associated 
with IM, rather than adopting a broader strategic focus. Wilson (1991) suggested 
that IM differs from traditional external marketing, by including different tactical 
approaches to targeting, politics, incentives, skills, motivation and interpersonal 
factors. Piercy and Morgan (1991) suggested that firms design and implement IM 
programs for their employees, similar to the way traditional marketing programs 
are designed and implemented for customers. Their study was the first to detail a 
set of tactical IM practices, that is, to explain how IM was operationalised. Chaston 
(1994) also examined IM from a tactical perspective and suggested there was an 
‘IM mix’, which was needed to fulfil the requirements of the ‘internal customer’. 
Hales (1994) explained IM as a tactical perspective aimed at attraction, retention 
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and motivation of “service-minded’ customer-conscious employees. Higgins 
(1996), while studying the labour-management interface, also concluded that IM 
can be viewed as tactics focusing a company’s marketing efforts not only on its 
external customers, but also on its employees as internal customers. Higgins (1996) 
also argued that delivering well-designed IM practices (i.e., including the 
participation of employees, delegation of authority and constant dialogue with 
employees) positively alters frontline employees’ views about corporate strategies 
and, thereby, creates a climate of trust within organisations. 
During the 1990s some researchers took an alternative perspective and viewed IM 
as a goal-oriented social process. That is, IM should be viewed from the broader 
societal (or macro-marketing) perspective rather than looking at it only from a 
managerial ‘mechanistic’ framework (Varey, 1995; Varey & Lewis, 1999). For 
example, Varey (1995) suggested that viewing IM from a societal perspective 
broadens the IM concept by viewing the organisation as an open system which is 
not limited to only ‘market’ characterisation. As such, Varey argued that IM could 
be used for improving internal relationships between functional specialists or 
departments. Taking a similar stance, Varey and Lewis (1999) also suggested IM 
was a goal-oriented social process and a conceptual system for continually creating 
strategic organisational change in response to the macro and micro environments. 
In 2000, Rafiq and Ahmed summarised the evolution of IM from the mid-1970s 
through to the late 1990s, and categorised it into three theoretical development 
phases – the employee satisfaction phase (1970s), the customer orientation phase 
(1980s), and the strategy implementation/change management phase (1990s). As 
indicated in Table 2.1, the IM studies since 2000 have generally focused on the 
development and measurement of the internal marketing orientation concept which 
is taken in parallel with conventional market orientation (MO). Few studies since 
2000 have viewed IM as a ‘total’ managerial approach within organisations. An 
exception is Davis (2001) who considered IM as a broader approach to managing 
employee relationships rather than viewing IM exclusively as a program or 
campaign. Ahmed and Rafiq (2003) also suggest that IM is a ‘total’ managerial 
approach which focuses on strategic co-ordination and integration of a firm’s 
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functions/departments. A related perspective has also been proposed by Ballantyne 
(2000, 2003) who views IM as a relationship development strategy. Wieseke et al. 
(2009) take a similar approach and focus on the role of leadership and internal 
marketing, viewing IM as a process in which leaders instil into followers a sense of 
oneness with the organisation (i.e., organisational identification). 
Since 2000 the main emphasis in the literature has been to focus on developing the 
IMO concept which argues that IMO allows for a better operationalisation of IM 
(Lings, 2004; Lings & Greenley, 2005). These authors, as do others, propose that 
IMO is conceptualised through internal generation of information, internal 
communication and internal managerial responsiveness which parallels the three 
underlying dimensions of the external MO process (Gounaris, 2006; Kohli & 
Jaworski, 1990). For example, Gounaris (2006) proposed and developed an 
alternative measure of IMO, which viewed IM as a facet of the organisational 
culture characterised by the firm’s commitment to produce value for its employees. 
Further, Gounaris (2008a) viewed IM as a broader marketing philosophy that 
governed the adoption of IMO. Lings and Greenley (2010) also viewed IM as a 
broader philosophy that helps to enact the associated set of specific managerial 
behaviours (i.e., IMO) within the internal market. 
The discussions provided so far determine that despite the existence of 
considerable IM literature there is no consensus about its definition. Table 2.1 
summarises the various interpretations of IM put forward in the literature since the 
1970s, which have sought to define or interpret IM. There has also been a body of 
literature that has focused on explaining the differences between HRM and IM, the 
aims of IM as well as developing models that highlight how IM works in practice. 
Sections 2.2.2, 2.2.3 and 2.2.4 following review these aspects of IM. 
 
2.2.2 IM and Human Resource Management (HRM) 
While Table 2.1 identified that the IM concept has been extensively defined in 
marketing, some critics of IM have argued the term ‘IM’ is simply a synonym for 
human resource management (HRM) (George, 1990; Hales, 1994; Kelemen & 
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Papasolomou, 2007; Rafiq & Ahmed, 1993). Past studies have also criticised the 
use of HRM practices within the context of IM, considering it an invasion of the 
HR function into marketing (Bateson, 1991). Rafiq and Ahmed (1993) further 
pointed out that there is a perceived fear among managers that marketers will use 
IM to increase their influence within the organisation, leading to a conflict between 
marketing, human resource management, and other functions. Thus, several others 
have sought to explain the convergence and divergence between IM and HRM 
(Collins & Payne, 1991; Ewing & Caruana, 1999; Kelemen & Papasolomou, 
2007), while others have focused on addressing who should be responsible for 
carrying out IM activities within the organisation (Foreman & Money, 1995; 
George, 1977, 1990; Glassman & McAfee, 1992; Rafiq & Ahmed, 1993). 
Berry (1981) argued that IM is, in fact, the interface between marketing and HRM. 
Further, George (1990) suggested that IM and HRM are interdependent and argued 
that IM is a holistic management process that integrates and coordinates human 
resource and marketing departments to improve a firm’s service orientation. Hales 
(1994) suggested that IM can be explained as a metaphor, a philosophy, a set of 
techniques and an approach when applied to HRM (as shown in Figure 2.1). 
Figure 2.1: Internal Marketing Approach to HRM 
(adapted from Hales, 2004, p. 58) 
 
 
 
 
 
 
 
 
Internal Marketing 
(IM) as: 
Metaphor 
Jobs and 
employment 
conditions are 
‘products’ to be 
marketed. 
Philosophy 
HRM requires 
marketing-like 
activities. 
Techniques 
Marketed 
research, 
segmentation, 
and promotional 
communications 
applied to HRM. 
Approach 
Exploit symbolic 
dimension of 
HRM practices. 
Employee 
involvement and 
participation. 
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Hales (1994) argued that IM treats the various forms of employment (i.e., job 
design and conditions) as ‘products’ that are marketed internally. As a philosophy, 
IM is the belief that effective management of human resources can be carried out 
through marketing-like activities. The marketing-like activities were explained as 
encompassing marketing techniques and approaches. Marketing techniques are 
applied in the context of HRM involving: (a) the conducting of research to 
understand employee needs, attitudes and behaviours; (b) segmenting these 
employees into various groups based on distinct needs; and (c) targeting each 
employee group through internal communications. Hales further argued that IM 
when applied to HRM leads to the attraction, retention, motivation and shaping of 
service-minded, customer-conscious employees. Service-minded employees, in 
turn, positively impact on service delivery and, thus, service quality as perceived 
by external customers which creates a competitive advantage for the firm. In this 
way, IM initiatives are not only based on their potential contribution for improving 
the HR function (Ewing & Caruana, 1999) but are also aimed at motivating 
employees toward service-mindedness (i.e., being customer-focused) and 
customer-oriented performance through an active marketing-like approach (Ahmed 
& Rafiq, 2003; Gronroos, 1985; Rafiq & Ahmed, 1993). 
While IM and HRM are tangentially connected, several studies have focused on 
differentiating between IM and HRM. Collins and Payne (1991) suggested that IM 
provides an action framework and a practical approach by which the HR managers 
can become market-oriented, and thus provide effective solutions to key corporate 
problems. Furthermore, Ahmed and Rafiq (1993) suggest that IM contributes to 
human resource management through developing the internal customers’ 
orientation by applying marketing techniques within the organisation. Ewing and 
Caruana (1999) found that IM influenced human resources’ effectiveness within 
the Australian public sector, but that IM and HRM have a distinct demarcation 
between them. 
Woodruffe (1995) also sought to distinguish between IM and HRM and stated that: 
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“Whereas a traditional view of human resource management may be seen as 
getting things done through people, internal marketing moves towards an 
alternative idea - developing human potential so that organisational goals can be 
achieved through the satisfaction of individual goals” (p. 88). 
This perspective was supported by Kelemen and Papasolomou (2007) who argued 
that even though the focus of IM, just like HR management, is the fair treatment of 
employees and the satisfaction of their job-related needs, IM is guided by 
marketing orientation (i.e., understanding the internal customer). They pointed out 
that IM is aimed at communicating the notion of ‘internal customers’ to all 
employees in order to motivate them to become more service-focused and 
customer-oriented, thus ensuring external customer satisfaction. 
Several authors have also discussed who should be responsible for carrying out IM. 
For example, George (1990) suggested that policies for personnel and marketing 
functions must be prepared simultaneously, with each policy document containing 
ideas about the other area; in other words, the two functions must work together 
while implementing IM. Further, Glassman and McAfee (1992) also suggested that 
human resource (HR) and marketing functions should be integrated for carrying 
out IM. This may be done through: (a) including representatives from HR on 
marketing committees, or vice versa; (b) duplicating a HR unit within marketing 
whilst maintaining a HR department; and/or (c) re-designing HR’s hiring, training, 
and reward systems to promote marketing goals better. 
Rafiq and Ahmed (1993, p. 229), while not specifying who should be responsible, 
defined IM as a “planned effort to overcome organisational resistance to change 
and to align, motivate and integrate employees towards the effective 
implementation of corporate and functional strategies”. This definition suggests 
that IM strategies and implementation span several functional areas thus requiring 
cross-functional integration. In practice, the issue of who is in charge of the IM 
process remains in dispute and, thus, warrants further investigation (Foreman & 
Money 1995; Rafiq & Ahmed, 2000; Lings, 2004). 
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2.2.3 Aims of IM 
The previous section identified that although HRM and IM are interconnected, the 
aims of each are slightly different. This section further discusses the various aims 
of IM, as discussed in the literature. Gronroos (1993) suggested that the main aim 
of IM is to create customer orientation among service employees by motivating 
employees to respond to management’s demand of delivering superior services to 
the firm’s external customers (Gronroos, 1985). Payne (1993) expressed a similar 
view regarding the aims of IM, suggesting that there are two fundamental aims of 
IM: (a) ensuring every employee and department provides service excellence; and 
(b) all staff work together in a way that is aligned with the organisation’s stated 
mission, vision and goals. Woodruffe (1995) also argued that the aim of IM is to 
ensure that the employees of a firm are motivated and committed to the goal of 
ensuring the best possible treatment of external customers. Rafiq and Ahmed 
(2000) expanded on this, pointing out that IM aims to: (a) overcome organisational 
resistance to change; (b) align, motivate and integrate employees towards the 
effective implementation of corporate and functional strategies; (c) create 
motivated and customer-oriented employees; and (d) deliver customer satisfaction 
through satisfied and customer-orientated employees. 
Other authors have also discussed the aims of IM. For example, Kelemen and 
Papasolomou (2007, p. 747) argued that, “IM is aimed at promoting/selling the 
notion of internal customers to staff in order to inspire them to become more 
service-minded and customer-oriented with the view to ensure external customer 
satisfaction”. According to Panigyrakis and Theodoridis (2009), IM has two prime 
motives: (a) it complements external strategic marketing efforts, through 
interactions between the personnel and customers; and (b) it effectively develops 
and maintains a workforce which is both motivated and satisfied, thus successfully 
serving both organisation and the individual employee. While studying the roles of 
leadership in the context of IM, Wieseke et al. (2009) proposed that the ultimate 
goal of IM is to create a ‘sense of belongingness’ or organisational identity (OI) 
among employees so that employees, in turn, deliver superior services to external 
customers. 
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Based on various perspectives related to IM’s aims, it would appear that IM should 
be focused on creating a work environment that ensures employees: (a) work 
together and in a way that is aligned with the organisation’s stated mission, vision 
and goals; (b) positively respond to management’s demand towards the effective 
implementation of corporate and functional strategies; and (c) are motivated 
towards becoming service-minded and customer-oriented. As such, the end goal of 
IM is focused more towards delivering superior services to external customers 
through engaging employees with various IM-focused activities (as discussed in 
Section 2.2.2). 
 
2.2.4 Existing Models of IM 
Within the IM literature there have been three dominant models seeking to explain 
how IM operates in the organisational environment, based on the work of Berry 
(1981), Gronroos (1985), and Rafiq and Ahmed (2000). 
The core basis of Berry’s (1981) model of internal marketing posits that if 
employees are treated as customers, jobs as products and the traditional marketing 
techniques (basically the 4P’s) are applied internally, then employees will be 
influenced to become more customer-focused, leading to improved service quality 
and competitive advantage in the marketplace. Figure 2.2 below shows Berry’s 
model of IM. 
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Figure 2.2: Berry’s Model of IM (as cited in Ahmed & Rafiq, 2002, p. 14) 
 
 
Gronroos’ (1985) model of internal marketing is based on the premise that 
supportive management will act as an antecedent for employees to become 
customer-focused so that, in the long run, increased interactions between contact 
employees and customers will result in greater success for firms. Gronroos’ model 
of internal marketing goes beyond Berry’s model of IM by incorporating aspects of 
relationship marketing in the context of internal and external marketing, and links 
successful on-going and repeated ‘transactions’ to the ultimate success of the 
organisation. Figure 2.3 below shows Gronroos’ model of IM. 
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Figure 2.3: Gronroos’ Model of IM (source: Ahmed & Rafiq, 2002, p. 16) 
 
 
Rafiq and Ahmed (2000) then developed an IM model that is based on the premise 
that it is essential for management to exhibit a marketing-like approach when 
motivating employees and achieving inter-functional co-ordination. This model 
integrated additional characteristics which included elaboration of the relationship 
between customer satisfaction and customer loyalty, and increased profits. The 
model also highlights the importance of taking a marketing-like approach (i.e., 
internal market orientation is similar to external market orientation) which results 
in developing customer-oriented behaviours among employees and, in turn, 
impacts on organisational outcomes (i.e., service quality and external customer 
satisfaction). Figure 2.4 below shows Ahmed and Rafiq’s model of IM for 
services. 
 
 
 
39 
 
Figure 2.4: Ahmed and Rafiq’s Model of IM (Ahmed & Rafiq, 2002, p. 20) 
 
 
Schultz (2004) suggests that even though the current streams of thought have 
driven IM for more than 30 years, practitioners and managers still find IM difficult 
to implement because all three existing models lack explicit directions for the 
implementation of IM. According to Ahmed and Rafiq (2002), both Berry’s and 
Gronroos’ IM models do not spell out the constitution of specific components of 
their models and how they are connected. Though Rafiq and Ahmed’s (2000) 
proposed model for IM of services encompasses and links specific constructs such 
as inter-functional coordination, a marketing-like approach and customer 
orientation, it has been argued by Ballantyne (2003) that Rafiq and Ahmed’s model 
does not incorporate the notion of how the relationship development process and 
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knowledge renewal within the organisational environment might affect the IM 
implementation process. 
When comparing the three models it is clear that that they all attempt to explain 
how IM works utilising differing approaches to the development of IM, namely, 
through employee satisfaction, customer orientation and change management 
(Rafiq & Ahmed, 2000). Additionally, all three models are built on a common 
premise that applying motivational tools, having a customer-centric focus, and 
taking a marketing-like approach to the internal market results in improved internal 
service quality, which, in turn, results in better external customer orientation and, 
ultimately, business success for service organisations (Heskett, Jones, Loveman, 
Sasser & Leonard, 1994). 
Based on the discussions so far in Sections 2.2.2, 2.2.3 and 2.2.4, it can be 
identified that the end goal of IM focuses on delivering superior external services 
(i.e., becoming customer-oriented) through effectively engaging employees using 
various IM-focused activities (Berry, 1981; Gronroos, 1993; Payne, 1993). Recent 
advances in IM have argued that organisations have to attempt to develop 
symmetry between activities focused on external (customer) orientation and their 
internal (employee) orientation (Lings, 2004; Gounaris, 2008b; Madhavaram & 
Hunt, 2008). This has led to conceptualising IMO as a means of operationalising 
IM as a firm’s strategic initiative (Carter & Gray, 2007; Lings & Greenley, 2005; 
Gounaris, 2006). Within the IM literature, several studies have also argued that a 
variety of internal programs (referred to as IM programs) when implemented in an 
integrated fashion, might alter/and or improve the views of employees and lead to 
positive employee outcomes (Dunne & Barnes, 2000; Gounaris, 2008a; Harris & 
Ogbonna, 2000; Higgins, 1996; Thomson, 1990). The sections that follow review 
the literature related to IM programs and IMO. 
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2.3 IM programs 
IM programs have been presented in the literature as activities that deliver on 
organisation’s IM strategies to employees. Past IM-focused studies have suggested 
there is a range of alternative IM programs that could be used to implement firms’ 
IM strategies, such as empowerment, reward, staffing, internal communication, 
training and development (Ahmed et al., 2003; Babakus et al., 2003; Foreman & 
Money, 1995; Gounaris, 2008a, 2008b). Gounaris (2008a, 2008b) depicted IM 
programs as encompassing: (i) actions (i.e., empowerment and participative 
decision-making; and (ii) words/communications (i.e., the formalisation of 
communication between employees and management). It has been suggested that 
when implemented as a set of activities, they influence employees’ perception of 
their job and management’s support of the employees (Gounaris, 2008a; Higgins, 
1996, Yoon et al., 2001). Gounaris’s three facets of IM programs can be 
summarised as follows: 
Empowerment: refers to the degree to which a manager gives employees the 
discretion to make decisions about routine job-related activities (Bowen & Lawler, 
1995; Conger & Kanungo, 1988). For example, empowerment might be in the 
form of allowing employees to use their own discretion in solving problems or 
giving employees increased flexibility to make on-the-spot decisions (Hartline & 
Ferrell, 1996). However, empowering employees may not be appropriate in all jobs 
and, by doing so, some employees may feel threatened because of the increased 
responsibility and requirement to process greater amounts of information (Babakus 
et al., 2003, Bowen & Lawler, 1995). Previous research has found that 
empowerment is relevant when a particular job has unpredictable activities in 
advance that require creative personal judgement and immediate attention by the 
employee (Banker, Lee, Potter, & Srinivasan 1996; Babakus et al., 2003). This is 
especially true in the case of frontline service employees, such as those selling 
insurance products, who need to make decisions that positively influence their 
responses to customer needs (Gounaris, 2008b). Hartline and Ferrell (1996) also 
found that firms which allowed contact employees to use their discretion in serving 
customers resulted in better exchanges, where empowerment mediated the 
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relationship between managerial commitments to service quality and job 
satisfaction. Argyris (1998) found that the more the company empowered its 
employees, the more committed they were to the organisation. Gounaris (2008b) 
also found a significant positive relationship between empowering employees and 
their level of job satisfaction. 
Participation in decision-making: is the process by which influence is shared 
among individuals (Wagner, 1994; Wagner & Gooding, 1987). According to 
Wagner (1994), participatory management practices balance the involvement of 
managers and their subordinates in information processing, decision-making, or 
problem-solving endeavours. A number of researchers have found a significant 
association between participative decision-making and employee attitudes towards 
the firm and their job performance (Cotton, Vollrath, Froggatt, Lengnick-Hall, & 
Jennings, 1988; Lam, Chen, & Schaubroeck, 2002; Spector, 1986, 2006). For 
example, Brewer, Seldon, Facer, and Rex (2000) found that public service 
employees’ motivation increased when they were considered in the decision-
making processes and also resulted in their having higher levels of job satisfaction. 
However, employees, particularly those dealing directly with customers, may 
behave variably in exchange processes if they attempt to pursue their own 
objectives, rather than corporate objectives (Foreman, 2000). By increasing 
participation, employees are likely to become more motivated in achieving a firm’s 
goal (Pitt & Foreman, 1999). Gounaris (2008a) pointed out that increasing 
employees’ participation also allows managers to significantly reduce service 
failure, since service operations and policies align better with customers’ needs and 
employees’ behaviour during the encounter. De Jong, de Ruyter and Lemmink 
(2004) further argued that participation would reduce the frequency of conflicts 
with customers and the intensity of friction with customers and co-workers, 
resulting in higher levels of employee job-satisfaction. 
Formalisation of communication: is explained as the mode of communication and, 
particularly, the degree of formalisation pertaining to the communication style 
between employees and management (Gounaris, 2008a, 2008b). The ‘mode’ refers 
to the channel used to transmit information from the sender to the receiver 
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(Gounaris, 2008b). Johlke and Duhan (2001) found that bidirectional 
communication has positive outcomes for frontline employees, including increased 
job satisfaction. Research into organisational communication (Lind & Zmud, 1995; 
Tushman & Nadler, 1978) has found that communication between supervisors and 
employees facilitates timely exchange of information. This, in turn, affects 
employees’ perception of communication quality and eventually leads to increased 
job satisfaction. Gounaris (2008a) reported that formalisation of communication 
between management and employees as part of the integrated IM programs 
facilitates IMO adoption, and eventually impacts on employee outcomes (i.e., 
employee job satisfaction and organisational commitment). 
As was discussed earlier, it has been argued within the IM literature that 
employees experience all three aspects of IM programs (i.e., empowerment, 
participation in decision-making and formalisation of communication) 
simultaneously, and the integrated ‘programs’ are designed to lead to improved 
employee understanding of organisational actions and, thus, increased employee 
outcomes (Anaza & Rutherford, 2012; Gounaris, 2008a). This is consistent with 
the management literature where it is suggested that collaborative goal-setting 
improves employees’ commitment to the associated goals (Locke & Latham, 2002; 
Sahai & Srivastava, 2012). Therefore, how employees experience the set of IM 
programs is likely to impact on their views on organisational strategies (such as 
internal market orientation (IMO)) and, in turn, positively respond to those 
strategies, as employees understand the underlying rationale of IM programs and 
IMO, and the relevance to them and their performance (Gounaris, 2008a). 
Given that a number of IM-focused studies propose that alternative IM programs 
can be delivered by organisations to change how employees (which include 
frontline employees) view IMO (i.e., the firm’s strategic initiative) (Dunne & 
Barnes, 2000; Gounaris, 2008a; Harris & Ogbonna, 2000; Higgins, 1996; 
Thomson, 1990), the next section of the thesis, Section 2.4, reviews the 
development of IMO arising from external market orientation (MO) (i.e., the 
collection of information within firms, internal communication of the information 
generated, and a set of appropriate internal responses). 
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2.4 From Market Orientation (MO) to Internal Market Orientation (IMO) 
This section provides a review of the literature on market orientation (MO) and 
links this externally-focused concept to the internally-focused concept of internal 
market orientation (IMO) (Section 2.4.1), and also examines how IMO has been 
conceptualised by previous studies (Section 2.4.2). 
 
2.4.1 Market Orientation 
In the early 1970s studies of market orientation (Barksdale & Darden, 1971; 
McNamara, 1972) investigated the marketing concept as a business philosophy, an 
ideal or a policy statement. For example, McNamara (1972) defined the concept 
as: 
“A philosophy of business management, based upon a company-wide acceptance of 
the need for customer orientation, profit orientation, and recognition of the 
important role of marketing in communicating the needs of the market to all major 
corporate departments” (p. 51). 
Houston (1986) sought to clarify what marketing concept is and is not, reflecting 
on the managerial prescription relating to the attainment of an entity's goals as the 
core of his concept. He pointed out that: 
“The marketing concept shows how an entity achieves its own exchange-
determined goals most efficiently through a thorough understanding of potential 
exchange partners and their needs and wants, and through a thorough 
understanding of the costs associated with satisfying those needs and wants, and 
then designing, producing, and offering products in light of this understanding” 
(Houston, 1986, p. 85). 
In contrast, McGee and Spiro (1988) explained the marketing concept as a 
combination of some specific techniques by which a company seeks to identify and 
satisfy customer needs. These ideas and definitions can be reflected by four core 
themes or “pillars”: (1) customer focus; (2) coordinated marketing; (3) market 
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focus; and (4) profitability (Kohli & Jaworski, 1990; Kotler, 1994; Lings, 2004). 
The operationalisation of these four pillars has been promoted as ‘market 
orientation’ (Dobni & Luffman, 2000; Kohli & Jaworski, 1990; Kohli et al., 1993; 
Narver & Slater, 1990; Ruekert, 1992; Voss & Voss, 2000). 
The concept of market orientation received extensive attention in the marketing 
literature, as it dealt with the implementation of the marketing concept. During the 
late 1980s and early 1990s different perspectives were suggested for 
operationalising the MO construct. They included decision-making, market 
intelligence, culturally-based behaviour, and customer-oriented perspectives 
(Deshpande, Farley, & Webster Jr, 1993; Kohli & Jaworski, 1990; Kohli et al., 
1993; Narver & Slater, 1990; Ruekert, 1992). The discussions that follow address 
the different perspectives used in defining MO within the literature. 
Narver and Slater (1990) were one of the first to examine MO and adopted a 
market view by emphasising customer and competitor orientation and inter-
functional coordination. Narver and Slater (1990) and Deshpande et al. (1993) 
provided the groundwork for the organisational cultural perspective of market 
orientation, which considered that what organisational culture needed to achieve 
was superior business performance through value creation to customers. Narver 
and Slater (1990) also pointed out that the desire to create superior customer value 
and sustainable competitive advantage (SCA) drove businesses to create and 
maintain a supportive culture (conceptualised as MO), and that MO, in turn, 
produced the necessary behaviours. In order to develop and validate a measure for 
capturing MO, Narver and Slater (1990) developed a scale comprising three 
dimensions (forming a higher-order construct), namely, customer orientation, 
competitor orientation and inter-functional coordination. Figure 2.5 below 
illustrates the interaction of the three dimensions (Narver & Slater, 1990). 
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Figure 2.5: Market Orientations (Narver & Slater, 1990, p. 23) 
 
 
Other authors have, however, argued that the constructs proposed by Narver and 
Slater (1990) fail to tap into the speed with which market intelligence is generated 
and disseminated within an organisation, and that a number of their items failed to 
capture specific activities and behaviours that represented a market orientation 
(Kohli et al., 1993). Though also criticised (Lam et al., 2010), Kohli et al. (1993) 
then provided a broader measure for operationalising MO, which has also been 
widely accepted in the marketing literature (Dobni & Luffman, 2000; Homburg, 
Krohmer, & Workman, 2004; Subramanian & Gopalakrishna, 2001). Kohli et al.’s 
(1993) definition and operationalising of MO is: 
“The organization-wide generation of market intelligence pertaining to current 
and future customer needs, dissemination of the intelligence across departments, 
and organization-wide responsiveness to it” (p. 3). 
By defining MO as being comprised of these three facets (organisation-wide 
generation, intelligence dissemination, and responsiveness) Kohli et al. (1993) 
shifted MO from a business philosophy to a business practice (Kohli & Jaworski, 
1990). Kohli et al.’s (1993) three facets of MO are: 
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Market intelligence generation: the collection and assessment of both customer 
needs/preferences and the forces (i.e., task and macro environments) that influence 
the development and refinement of those needs. 
Intelligence dissemination: involved the process and extent of market information 
exchange within a given organisation. Because the focal point of dissemination is 
the entire strategic business unit (SBU), attention should be balanced in a multi-
dimensional transmission of marketplace in formation. Further, the dissemination 
of intelligence occurs both formally and informally. 
Responsiveness: are the actions taken in response to intelligence that is generated 
and disseminated. From the planning perspective, the concern focused on the 
degree to which marketplace needs played a prominent role in the assessment of 
market segments and the development of marketing programs. Action on the basis 
of market intelligence captured the speed and coordination with which the 
marketing programs were implemented. 
Since Narver and Slater (1990) and Kohli et al. (1993) developed measures for 
operationalising their interpretations of market orientation (MO), other researchers 
have sought to establish the association between MO antecedents and 
consequences in various industry and country contexts (see, for example, Bhuian, 
1998; Cervera, Molla, & Sanchez, 2001; Diamantopoulos & Hart, 1993; Dobni & 
Luffman, 2000; Greenley, 1995; Jaworski & Kohli, 1993; Kirca, Jayachandran, & 
Bearden, 2005; Kohli et al., 1993; Ngai & Ellis, 1998; Pulendran, Speed, & 
Widing, 2000; Rodriguez, Carrillat, & Jaramillo, 2004; Subramanian & 
Gopalakrishna, 2001; Zhou, Gao, Yang, & Zhou, 2005). 
 
The initial empirical study of the antecedents and consequences of MO was 
conducted by Jaworski and Kholi (1993). In terms of antecedents, they found three 
(top management focus, interdepartmental dynamics and organisational systems) 
were associated with MO. In terms of consequences, MO was found to predict 
perceived business performance, employee’s organisational commitment and esprit 
de corps. They also reported that MO and performance were moderated by various 
environmental contexts such as market turbulence, competitive intensity and 
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technological turbulence. Replication studies soon followed in various contexts 
and country settings (Bhuian, 1998; Cervera et al., 2001; Ngai and Ellis, 1998; 
Pulendran et al., 2000; Rodriguez et al., 2004; Wood, Bhuian, & Kiecker, 2000). 
While many of these studies have found similar results to that of Jaworski and 
Kholi (1993), other studies found differing results in regard to MO and business 
performance (Bhuian, 1998; Diamantopoulos & Hart, 1993; Greenley, 1995; Ngai 
& Ellis, 1998). In a meta-analysis of the MO research, Kirca et al. (2005) assessed 
the factors that drove the implementation of MO and mediated its impact on 
performance. They found that, overall, MO predicted employee and firm 
performance across different industry and national contexts. In terms of the 
antecedents, Kirca et al. (2005) found that top management emphasis on MO, 
interdepartmental connectedness, and appropriate reward systems predicted the 
level of market orientation. Figure 2.6 below shows the overall resulting model 
from Kirca et al.’s (2005) meta-analysis. 
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Figure 2.6: Meta-Analysis of Market Orientation (Kirca et al., 2005, p. 26) 
 
 
 
Much of the discussion has suggested that MO can be considered as either a set of 
management behaviours or a business philosophy. However, other authors such as 
Lings (1999) argued that MO failed to capture finer details of internal resource 
strengths and liabilities (such as employee and process factors) which are 
important key elements of intelligence gathering both within and outside the 
organisations. This is especially important in the service industries where 
developing an IMO is essential if employees are to behave in a market-orientated 
fashion and deliver external MO (Awwad & Agti, 2011; Lings, 2004; Lings & 
Greenley, 2009). Accordingly, marketing scholars developed the new concept 
known as IMO that captured the finer details of MO, focusing on a firm’s internal 
resources such as the internal market (i.e., employees), which has been found to 
positively impact on the success of external MO (Lings, 1999, 2004; Gounaris, 
2006). The next section of this thesis discusses the emergence and various aspects 
of IMO. 
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2.4.2 Internal Market Orientation (IMO) 
The following sections review the literature related to IMO, namely, the internal 
market (Section 2.4.2.1), conceptualisation of IMO (Section 2.4.2.2) and, 
determinants and consequences of IMO (Section 2.4.2.3). 
 
2.4.2.1 Internal Market 
Foreman and Money (1995) pointed out that: 
“Many proponents of IM followed Berry's (1981) original viewpoint, by 
emphasizing its relevance to service firms in particular; and, in general, by 
seeing the employee as an internal customer who is an important party in 
delivering satisfaction to external customers, and whose support of overall 
marketing strategy is essential if this is to succeed” (p. 759). 
Taking a similar view, Piercy and Morgan (1991) argued that in order to make 
external marketing strategies work effectively, there is a need to carry out the 
external marketing processes within. Foreman and Money (1995) argued that 
understanding the concept of the firm as a market and the internal exchanges that 
take place within organisations is a prerequisite to developing understanding of 
marketing inside organisations. In several of the early IM studies, employees were 
recognised as internal customers and the organisation’s workforce as the internal 
market (Berry, 1981; George, 1990; Gummesson, 1987). In relation to internal 
exchanges, Stauss and Schulze (1990) viewed IM as the management of exchange 
processes with internal organisational members through generating and 
understanding information about the internal exchanges, which allowed employers 
to formulate appropriate responses to the internal market. This, in turn, resulted in 
making internal products (jobs) more attractive to potential and existing employees 
than competitors’ jobs. This led authors such as Kaur et al.  (2009) to describe IM, 
the internal market place and internal firm-employee exchanges as: 
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“Focusing on achieving effective internal exchanges between an organization and 
its employees for service-mindedness and customer-oriented behaviour as a 
prerequisite for successful exchanges with the external market” (p. 596). 
To enable employer-employee exchanges to take place, there needs to be some 
organisational disposition to communicate with internal customers, that is, firms 
need to develop an IMO (Gounaris, 2006; Gounaris et al., 2010; Gronroos, 1985; 
Lings, 1999, 2004; Lings & Greenley, 2005, 2010; Naude et al., 2003). Internal 
marketing orientation is described in the literature as processes for understanding 
employees’ needs and responding accordingly, by delivering the right ‘job 
products’, which results in employees becoming more customer-focused 
(Gounaris, 2008a; Lings, 2004; Lings & Greenley, 2010). This is analogous to the 
way a firm uses traditional MO to gather information and then responds to external 
customers’ needs (Gounaris, 2008a, 2008b; Kohli & Jaworski, 1990; Madhavaram 
& Hunt, 2008). That is, IMO undertakes internal information generation, internal 
information dissemination, and internal managerial responsiveness. 
Lings (2004) argued that IMO emerged from the viewpoint that employee-
customer contact interfaces are of primary importance to service industries. 
Thereby, satisfied, committed and motivated FLEs are essential if customers are to 
perceive that they have received superior delivery of services. Thus, the underlying 
theme of IMO is: 
“About identifying and satisfying the wants and needs of employees as a 
prerequisite to satisfying the wants and needs of customers. Essentially, IMO is 
concerned with engendering market-oriented management in which marketing is 
not a function but a way of doing business” (Lings, 2004, p. 408). 
 
2.4.2.2 Conceptualising Internal Market Orientation (IMO) 
To conceptualise IMO as a construct Lings (2004) and Lings and Greenley (2005) 
categorised three managerial behaviours - internal information generation, internal 
communication and internal managerial responsiveness - which were consistent 
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with the conceptualisation of assessment of external market orientation (Kohli et 
al., 1993; Kohli & Jaworski, 1990). The dimensions of IMO proposed by Lings 
(2004) and Lings and Greenley (2005) can be summarised as: 
The generation of internal information: Internal information generation involves 
identifying the benefits employees seek from their jobs, what they are ready to 
exchange for getting those benefits, and what competitors are offering in terms of 
alternative employment. The authors identified two modes of internal information 
generation. One of them was termed: formal generation of internal information or 
written and face-to-face information, which involves generation of information 
from the internal market through using job satisfaction surveys or using structured 
questionnaires. The other term suggested by Lings (2004) and Lings and Greenley 
(2005) was informal generation of information, which involves generation of 
information not previously planned by the managers. For example, this might 
involve identification of needs and wants of frontline staff regarding their day-to-
day operation through face-to-face interactions between managers and employees. 
Internal communication (i.e., dissemination) of information generated: this 
includes the ways through which formal and informal internal information is 
communicated by managers to their employees. For example, two-way 
communication (or dialogue) has been identified as a means of sharing information 
within the internal market which has been suggested to shape employees’ attitudes 
and behaviour, thus resulting in their positive performance (Lings, 2004). Other 
studies suggest the use of reports, presentations and formal meetings as part of 
internal communication (Bitner, Booms, & Mohr, 1994; Piercy, 1995; Proctor & 
Doukakis, 2003). Ferdous (2008) further suggested that the tools (for example, 
meetings, workshops, conferences) used for internal communication should be 
integrated and consistent as that increases the effectiveness of internal 
communication. 
Responsiveness: involves the internal response targeting the internal market based 
on the information generated and shared about the wants and needs of individual 
employees (Carter & Gray, 2007; Lings, 2004). For example, managerial 
responsiveness involved the design and implementation of reward, social benefits, 
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training, management considerations, and job design (Lings, 2004; Gounaris, 
2006). Further, internal responsiveness involves the creation of job products that 
fulfil the needs of employees, satisfying employees’ expectations and motivating 
them (especially frontline employees who deliver on organisational strategies, i.e., 
IMO)) to achieve organisational objectives. Figure 2.7 below shows the 
dimensions of IMO, as developed by Lings (2004). 
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Figure 2.7: Dimensions of IMO (adapted from Lings, 2004, p. 409) 
 
 
 
Lings and Greenley (2005) devised a multi-dimensional measurement construct to 
assess IMO, which represented the adaptation of the external market orientation to 
the context of employer-employee exchanges in the internal market (as was 
discussed in Section 2.4.2.1). 
Gounaris (2006) proposed an alternative model of IMO to address what he saw as 
two limitations in Lings and Greenley’s (2005) IMO conceptualisation. First, 
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Gounaris (2006) suggested that the proposed structured conceptualisation had a 
number of weaknesses. For instance, variables such as internal segmentation and 
targeting were incorporated as dimensions of a company’s effort to collect and 
disseminate intelligence, respectively. However, collection of internal intelligence 
is a pre-condition for segmentation and targeting. Gounaris (2006) suggested that it 
is, therefore, a subsequent behaviour following the effort to generate intelligence 
and not part of the intelligence-gathering effort. Second, Gounaris (2006) 
suggested that the model and measures proposed by Lings and Greenley (2005) 
were too simplistic, as they lacked distinct sub-constructs (components) to capture 
the finer details of IMO. In his extended model, Gounaris (2006) treated IMO as a 
multi-faceted higher-order latent (i.e., abstract) construct comprised of multi-
faceted IMO measures, which took a hierarchical approach to the IMO construct 
(see Figure 2.8) (the hierarchical approach is discussed in detail in Section 5.5, 
Chapter Five). Gounaris (2006) further suggested that IMO is comprised of three 
underlying dimensions (i.e., internal generation of information; dissemination, i.e., 
communication, of information; and internal responsiveness). He also suggested in 
the model that these three dimensions can be further explained through respective 
multi-facets or sub-dimensions. 
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Figure 2.8: Hierarchical IMO Conceptualisation (adapted from Gounaris, 
2006, p. 437) 
  
 
Even though Lings and Greenley’s (2005) model was criticised by Gounaris 
(2006), the Lings and Greenley (2005) IMO model and associated measurements 
have been extensively used in IM research (Kaur et al., 2009; Lings, 2004; Lings & 
Greenley, 2005, 2009; Rodrigues & Pinho, 2010; Sanchez-Hernandez & Miranda, 
2011; Tortosa et al., 2009; Tortosa, Sánchez-García, & Moliner-Tena, 2010). 
Tortosa et al. (2009) suggested that there are fundamental premises and aims in 
which these two alternative IMO measures have significant commonalities as they 
both measure the overarching IMO process, even if they do so differently. 
There have also been additional conceptualisations and measurements of IMO 
proposed by other authors (Conduit & Mavondo, 2001; Lam et al., 2010; 
Panigyrakis & Theodoridis, 2009), although they have not been widely applied. 
For instance, Conduit and Mavondo (2001) defined IMO as internal customer 
orientation (ICO) and posited that organisational dynamics and managerial action 
in areas such as employee training, effective communication systems, and 
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managing human resources build internal customer orientation and, consequently, 
contributed to a firm’s external market orientation. However, the managerial 
actions identified by Conduit and Mavondo (2001) were later identified as a part of 
the IMO responsiveness in both the Lings and Greenley (2005) and Gounaris 
(2008a) models. In another work, Panigyrakis and Theodoridis (2009) argued that 
ICO and internal market orientation should be considered as a ‘blanket’ concept to 
delineate the IM concept. The literature does acknowledge that the ICO approach 
to IM increases the quality of service transactions with internal customers (i.e., 
employees), and, therefore, organisations can positively influence the quality of 
service transactions with external customers (Lings, 2004; Gounaris, 2006). 
Furthermore, Lings and Greenley (2010) state that the process involved in 
satisfying and motiving employees, who, in turn, exhibit customer-oriented 
behaviours, should be labelled as ‘IMO’. 
Lam et al. (2010), while examining how MO diffuses from the top management to 
frontline employees, have conceptualised IMO as having three components - 
customer, product and competitor orientation - similar to that of Voss and Voss’s 
(2000) and Narver and Slater’s (1990) conceptualisation of external MO. However, 
IMO, as conceptualised by Lam et al. (2010), failed to address the finer details of 
how information is generated and communicated within the internal market, and 
how appropriate internal organisational responses are delivered to targeted 
employees. Thus, while there have been other approaches, Lings’ (2004) and 
Gounaris’s (2006) conceptualisations of IMO processes comprising three 
underlying dimensions (i.e., internal information generation, internal 
communications, and internal responsiveness) have been most extensively used in 
the literature. It is also used, therefore, to conceptualise IMO within this thesis (see 
Section 4.4.1.2). 
 
2.4.2.3 Antecedents and Consequences of IMO 
Recent advances in IMO research have focused on investigating the antecedents 
and consequences of IMO (Gounaris, 2008a, 2008b; Lings, 2004; Naude et al., 
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2003; Panigyrakis & Theodoridis, 2009; Tortosa et al., 2009). One of the early 
studies to investigate the determinants/antecedents of IMO was that of Naude et al. 
(2003), in which they investigated the factors that influence corporate IMO. They 
found that employee socio-demographic variables such as age, location, and length 
of tenure are related to how employees view IMO. Further, multi-item variables 
such as perceived MO of local managers and supervisors, aspects of internal 
communication and socialisation among employees, also was found to positively 
influence how employees view IMO. However, the study had a limitation in regard 
to conceptualisation and measurement of IMO, as Naude et al. (2003) used Forman 
and Money’s (1995) IM scale, which measures IM activities/programs rather than 
IMO as a broader strategic activity (Ahmed et al., 2003; Babakus et al., 2003; 
Keller, Lynch, Ellinger, Ozment, & Calantone, 2006). Therefore, Naude et al.’s 
(2003) use of Foreman and Money’s scale as a measure of IMO failed to capture 
the complexity of IMO and, thus, failed to assess the impact of antecedents on the 
broader IMO approach. Gounaris (2008a), while investing the relationship between 
IMO, IM programs and organisational culture, found that a company’s culture 
influences the adoption of the IMO which, in turn, affects employee job 
satisfaction. Gounaris further highlighted that a mix of both clan-type (e.g., 
promoting cohesiveness and participation along with smoothing internal operations 
through interpersonal cohesion) and market-type values (e.g., emphasising 
competitiveness and goal achievement) are important at the corporate level, for 
positively influencing the adoption of the IMO concept by employees. 
Research has also investigated the consequences of the IMO on both employee and 
organisational outcomes. For example, Lings and Greenley (2005) using their three 
underlying dimensions (i.e., internal information generation, internal 
communication and responsivness) found that IMO positively influences employee 
outcomes such as staff attitudes, staff retention and staff compliance. Carter and 
Gray’s (2007) conceptual work posited that employees’ positive perception of 
organisational IMO should result in positive job outcomes because employees 
believe they have been provided with the ‘right job product’ through higher levels 
of strategic IMO, which provides employees with psychological, social and 
economic benefits. 
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A number of IM-focused studies have confirmed the relationship between IMO 
and employee job satisfaction. For instance, Kaur et al. (2009) investigated the 
level of IMO in Indian banks from the perspective of internal suppliers (chief bank 
managers) and internal customers (bank employees). The study found that internal 
suppliers’ emphasis on IMO resulted in greater organisational commitment and job 
satisfaction among internal customers (i.e. employees). Tortosa et al. (2009) and 
Tortosa et al. (2010) investigated IMO in Spanish credit cooperatives and found 
that IMO influenced the satisfaction of firms’ contact personnel. 
While organisational outcomes should arise from IMO, few studies have examined 
the impact of IMO on MO resulting in positive organisational outcomes (Gounaris 
et al., 2010; Lings & Greenley, 2009; Rodrigues & Pinho, 2010). For instance, 
Lings and Greenley (2009) investigated the impact of IMO on conventional market 
orientation (MO) and whether it lead to organisational financial performance. They 
found a significant association between IMO, employee motivation and 
conventional marketing success (that is, MO, financial performance and customer 
satisfaction). Panigyrakis and Theodoridis (2009) reported that the adoption of 
IMO in the Greek retail industry also resulted in higher financial and non-financial 
business performance for retailers. Lings and Greenley (2010) conducted IMO 
research in the retail industry and found that IMO had positive consequences for 
employees’ market-oriented and other in-role behaviours in regard to employee 
attitudes and job satisfaction. These findings validated the earlier claims of Lings 
(2004, p. 407): 
“…the benefit of aligning IMO and MO leads to the organizational efforts on 
understanding the relationship between the firm and its external market of 
customers and competitors, while simultaneously ensuring that the internal 
relationship with customer-contact personnel is also addressed”. 
Gounaris et al. (2010) empirically investigated the relationship between MO and 
IMO in the financial services industry. They found that MO and IMO were two 
inter-related concepts. Their results indicated that IMO influenced the level of 
employee-perceived value, which then impacted on customer perceived service 
quality, that is, more positive customer-oriented behaviour. Sanchez-Hernandez 
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and Miranda (2011) also found IMO positively influenced organisation’s new 
service innovation and performance. More recently, Rodrigues and Pinho (2012) 
found that IMO positively impacted on the firm’s subjective financial and non-
financial performance. 
 
2.5 Significance of Frontline Employees (FLEs) 
Frontline employees (FLEs) are a key source of competitive advantage for firms 
(Lovelock & Wirtz, 2011), as consumer experiences and perception of firms are 
influenced by how effectively FLEs deliver services (Malhotra, Mavondo, 
Mukherjee, & Hooley, 2012). FLEs present the face and voice of the organisation 
to consumers (Babakus et al., 2003). It has been identified in literature that failure 
to undertake successful IM might result in FLEs providing poor service delivery as 
employees fail to deliver organisational strategy. This then results in customer 
dissatisfaction, which, in turn, lowers firm performance through consumer 
defection or other negative customer outcomes (Dabholkar & Abston, 2008). 
As was discussed in Section 2.2, IM has been viewed as a managerial strategy to 
effectively serve external customers through the fulfilment of frontline employees’ 
needs (Berry, 1981; Gronroos, 1985; Lings, 2004). It is, therefore, critical for 
organisations to develop strategies and programs that motivate FLEs to deliver 
quality services through customer-oriented behaviours. Thus, firms have adopted 
IMO (Section 2.4) to ensure FLEs’ needs and wants are well understood, and 
appropriate ‘job products’ are delivered in a way analogous to MO. 
It has been argued that even though management may craft the most carefully 
developed IM strategy, the successful implementation of the process (i.e., IMO) is 
contingent on how FLEs respond to it (Gounaris, 2008a). Additionally, even 
though management may undertake various IMO-based activities, there might be 
variations in the way FLEs perceive IMO. It is, therefore, critical for management 
to undertake IMO in a way that is viewed positively by its FLEs. Surprisingly, 
most of the previous studies have generally focused on managers’ views about 
IMO (Lings & Greenley, 2009, 2010) but FLEs may perceive organisational 
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strategies and actions differently from their managers (Harris & Ogbonna, 2000; 
Malhotra et al., 2012; Marinova et al., 2008). Given it is FLEs who are the key 
target of IMO implementation, it is important to directly assess their perception of 
IMO, determining how these perceptions impact on FLEs’ job outcomes (Carter & 
Gray, 2007; Gounaris, 2008a; King & Grace, 2008). 
Further, as was discussed in Section 2.3, a variety of human resource based IM 
programs have been identified (empowerment, participation in decision-making 
and formalisation of communication) where these sets of programs, when 
holistically implemented, might alter and/or improve FLEs’ views of IMO, 
resulting in positive FLE outcomes (Dunne & Barnes, 2000; Gounaris, 2008a; 
Harris & Ogbonna, 2000; Higgins, 1996; Thomson, 1990). Unfortunately, past 
studies have also argued that FLEs are not always positively disposed towards 
IMO and IM programs but, rather, sometimes believe they are designed to 
increases the firm’s demands on its employees (Gounaris, 2008a; Harris & 
Ogbonna, 2000; Kelley, 1992; Papasolomou-Doukakis, 2002). 
From the discussions so far it can be highlighted that FLEs rely heavily on their 
perceptions of whether management actions support their activities (Harris & 
Ogbonna, 2000; King & Grace, 2008), and the success of IMO is, therefore, 
contingent on the IM programs FLEs experience and how they view IMO (King & 
Grace, 2008; Papasolomou-Doukakis, 2002). Given the importance of FLEs’ 
perception of IMO, it is important to understand how FLEs perceive IMO (Lings, 
2004) and whether their views of IMO are influenced by their experience with set 
integrated IM programs. Carter and Gray (2007) posit that employees’ positive 
perception of IM programs and IMO should result in positive job outcomes 
because employees believe they have been provided with the ‘right job product’ 
through IM programs and IMO, which provide employees with psychological, 
social and economic benefits. Thereby, employees are more likely to respond, or 
comply with, organisational strategies (i.e., IMO) aimed at creating external 
customer satisfaction. Thus, it is significant for firms not only to understand how 
FLEs experience an integrated set of IM programs and their perception of IMO, 
but also to examine whether employees’ perceptions impact on alternative FLEs’ 
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outcomes (Carter & Gray, 2007; Gounaris, 2008a). Section 5.6 following discusses 
the most significant FLE outcomes, as identified in the IM literature. 
 
2.6 FLE Outcomes 
This section reviews the literature related to the employee outcome variables that 
result as a consequence of employee experiences and perception of IM. IM 
programs and IMO are both designed to result in a variety of alternative employee 
outcomes such as job satisfaction, organisational citizenship behaviour, motivation, 
organisational identification, job performance, etc. (Ahmed et al., 2003; Gounaris, 
2008a; Gounaris et al., 2010; Lings & Greenley, 2010). Within the IM literature, 
OI and JS have been identified as two significant outcomes for FLEs, which have 
been found, ultimately, to influence their COB (Berry, 1981; Gounaris, 2008a; 
Lings & Greenley, 2005; Payne, 1993; Wieseke et al., 2009; Woodruffe, 1995). 
This thesis, therefore, reviews the three alternative FLE outcomes which are 
discussed in the sections that follow. 
 
2.6.1 Organisational Identification 
The concept of organisational identification (OI) has been viewed in different 
ways. For instance, O’Reilly and Chatman (1986) discussed OI in affective-
motivational terms, pointing out that OI was based on attraction and the desire to 
maintain an emotionally-satisfying, self-defining relationship with the object of 
identification. Another perspective of OI is that it is an affective construct drawing 
on the social identity perspective (Edwards, 2005; Tajfel, 1981). According to this 
theory, OI building on social identity is depicted as: 
“ that part of an individual’s self-concept which derives from his knowledge of his 
membership of a social group (or groups) together with the value and emotional 
significance attached to that membership’’ (Tajfel, 1981, p. 63). 
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Other studies have extended the social identity perspective of OI and viewed this 
construct as an individual cognitive construct, and as the perception of oneness 
with or belongingness to the organisation (Ashforth & Mael, 1989; Edwards & 
Peccei, 2010; Efraty & Wolfe, 1988; Scott & Stephens, 2009; Wieseke et al., 2007; 
Wieseke et al., 2009). 
There are several studies that have focused on the antecedents and consequences of 
OI. Ashforth and Mael (1989) found groups’ distinctiveness, shared values and 
prestige were antecedents to employees’ OI. Scott and Stephens (2009) found that 
work motives and communication, as perceived by employees, were predictors of 
their levels of OI. Bhattacharya and Sen (2003) investigated individual antecedents 
of OI, such as person–organisation fit, customer–company fit and personality. 
They found significant positive relationships between them (i.e., fit between OI, 
person, customer and company). Wieseke et al. (2009) suggested that 
organisational identification (OI) is also relevant to internal marketing and that OI 
should be the ultimate aim (i.e., outcome) of organisations implementing IM. 
Wieseke et al. (2009) summarised the relationship between OI and IM as: 
“The most inclusive shared identity is undoubtedly OI, which we propose to be the 
ultimate goal of internal marketing. Organizational members who identify strongly 
with customer-oriented organizations are also customer-conscious, a notion that 
should be at the fore of internal marketing” (p. 126). 
Lam et al. (2010) found that middle managers are envoys of IM and develop IMO 
though organisational social process (i.e., OI). This is made possible by middle 
managers learning from top managers and then serving as role models of IMO 
behaviour for frontline employees (FLE). However, their study did not address 
whether IMO would result in OI among frontline service employees. Further, their 
study also did not address whether OI mediated the relationship between IMO and 
FLEs’ work-related outcomes. 
Advances in OI literature have also focused on the consequences of this construct. 
For example, Riketta’s (2005) meta-analysis of OI literature identified that OI was 
positively related to employee performance. Several other studies have focused on 
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investigating the consequences of OI in regard to a variety of important work-
related attitudinal and behavioural outcomes including, for example, job 
satisfaction (Efraty & Wolfe, 1988; Scott & Stephens, 2009), motivation (van 
Knippenberg, 2000), organisational citizenship behaviour (Bell & Menguc, 2002), 
turnover intention (Cole & Bruch, 2006; Edwards & Peccei, 2010). OI has also 
been identified as an important outcome of IM because FLEs’ OI leads to positive 
customer-oriented performance, which ultimately links to achieving organisational 
objectives (Lam et al., 2010; Wieseke et al., 2007; Wieseke et al., 2009). 
 
2.6.2 Job Satisfaction 
Job satisfaction is an important concept in the study of employees (Agho, Mueller, 
& Price, 1993). Locke (1969) defined job satisfaction as: 
“the pleasurable emotional state resulting from the appraisal of one's job as 
achieving or facilitating the achievement of one's job values” (p. 316). 
Thus, job satisfaction includes various aspects of employment that influence the 
employee experience. These include whether the employee is happy to go to work, 
perceives the job as meaningful, the perception the employee holds of the 
organisation, and any other physical or psychological impacts (Eskildsen & 
Nussler, 2000; Wagenheim & Anderson, 2008). Brown and Peterson (1993) 
pointed out that, operationally, job satisfaction consists of several facets, including 
satisfaction with: the supervisor, work, pay, advancement opportunities, co-
workers, and customers. Previous studies examined the effects of these work facets 
separately on satisfaction, whereas others averaged the impact across all work 
facets to create a global measure of job satisfaction (Brown & Peterson, 1993). 
Research has also focused on the antecedents and consequences of job satisfaction. 
For instance, Agho et al. (1993) indicated that opportunities, job characteristics and 
work motivation influence an employee’s job satisfaction. A meta-analysis of the 
literature conducted by Brown and Peterson (1993) on the antecedents and 
consequences of salesperson job satisfaction found that employees’ role 
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perception, their supervisor’s behaviour and task variables were significant 
predictors of employee job satisfaction. Several other studies found that human 
resource management activities (policies, procedures and practices) and managerial 
concern (training, empowerment and reward) also influenced employee job 
satisfaction (Babakus et al., 2003; Eskildsen & Nussler, 2000; Hartline & Ferrell, 
1996). Research has also found organisational identification (OI) is a significant 
predictor of employee job satisfaction (Efraty & Wolfe, 1988; Scott & Stephens, 
2009), thus linking the outcomes of IM. 
In the context of consequences, the relationship between employee job satisfaction 
and performance has been extensively researched (Brown & Peterson, 1993; 
Judge, Thoresen, Bono, & Patton, 2001; Ng, Sorensen, & Yim, 2009; Petty, 
McGee, & Cavender, 1984). For instance, Petty et al. (1984) conducted a meta-
analysis of the literature on individual job satisfaction and individual performance 
and found significant correlation between the two constructs. However, some 
researchers, such as Brown and Peterson (1993), have found no relationship 
between a salesperson’s performance and satisfaction. Judge et al. (2001) also 
performed a quantitative review of the research on the relationship between job 
satisfaction and job performance, and concluded that these two variables were at 
least moderately correlated, more so than initially hypothesised in the literature. 
Studies have also found a significant relationship between employee job 
satisfaction and their job performance (Babakus et al., 2003; Ng et al., 2009; Yoon 
et al., 2001;). Other studies have focused on the impact of employee job 
satisfaction on employee outcomes such as customer-oriented behaviour (Hoffman 
& Ingram, 1992; Lee, Nam, Park, & Lee, 2006) and found a significant positive 
relationship exists. In their meta-analysis of employee job satisfaction, Brown and 
Lam (2008) found that an employee’s perceived service quality mediated the 
relationship between employee job satisfaction and external customer satisfaction. 
Within the IM context, it was found that organisational IMO and the specifics of 
IM programs both significantly impacted employee job satisfaction (Gounaris, 
2008a, 2008b; Keller et al., 2006; Lings & Greenley, 2005; Tortosa et al., 2009, 
2010; Wen Hui, 2010). Lings and Greenley (2005) argued that supportive 
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management behaviour reduced employee dysfunctional behaviours and, thus, 
increased job satisfaction. In these situations, employees were more likely to 
respond to organisational strategies aimed at creating external customer 
satisfaction. 
 
2.6.3 Customer-Oriented Behaviour 
According to Saxe and Weitz (1982), customer-oriented behaviour is viewed as 
“the ability of the salespeople to help their customers by engaging in behaviours 
that increase customer satisfaction” (p. 344), for instance, employees engaging in 
behaviours such as trying to achieve the customer’s goals and influencing customer 
behaviour by providing relevant information (Stock & Hoyer, 2005). Grizzle et al. 
(2009) posited there is a relationship between employee-level customer orientation 
and employee customer-oriented behaviour. The authors defined employee 
customer orientation as “a state like individual situation reflecting worker’s 
posture toward satisfying customers’ needs” (p. 1228), whereas, the actual 
engagement of employees with customers that focused on customer satisfaction 
was referred to as employee customer-oriented behaviours. This is supported by 
research that has found customer orientation leads to the performance of customer-
oriented behaviours, because customer-oriented service workers are motivated to 
act upon their desires to satisfy their customers (Grizzle et al., 2009; Stock & 
Hoyer, 2005). 
Researchers have also investigated the link between employee job satisfaction and 
customer-oriented behaviour (Hoffman & Ingram, 1992; Lee et al., 2006; Yoon, 
Choi, & Park, 2007). These studies concluded that increased levels of employee 
satisfaction result in more customer-oriented behaviour among employees. 
Donavan, Brown, and Mowen (2004), more specifically, found customer-contact 
service workers’ customer orientation affected their employee job satisfaction. 
Although Wagenheim and Rood (2010) found an insignificant relationship 
between some facets of job satisfaction and employee customer orientation, within 
the IM literature it has been argued that FLEs’ COB results in increased customer 
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satisfaction and other positive organisational outcomes (Homburg et al., 2009; 
Stock & Hoyer, 2005). Therefore, these equivocal findings suggest that there is 
some causality between employees’ job satisfaction and their customer orientation, 
even though both are employee outcomes. 
 
2.7 Conclusion 
The objective of the literature review for this chapter was to define IM, IM 
programs and IMO as well as to overview the research that forms the theoretical 
foundation for the model to be developed and tested in this thesis (see Chapter 
Three). The material discussed in Section 2.2 identified that the concept of internal 
marketing (IM) emerged in the mid-1970s, in both marketing and management 
literature. However, a review of the IM literature revealed that IM, as a concept, 
has been interpreted in alternative ways. As such, this thesis depicts IM as 
focusing on delivering superior external services (i.e., becoming customer-
oriented) through effectively engaging FLEs using various IM activities (IM 
programs and IMO) (Berry, 1981; Gronroos, 1993; Payne, 1993). Section 2.2.2 
also discussed the interdependencies and differences between HRM and IM which 
focus on the end goals of IM from a marketing perspective, and are aimed at 
delivering superior services to external customers by engaging employees in a 
range of activities in IM programs (which could be considered the HR emphasis). 
Section 2.2.4 also discussed the three dominant models of IM: (a) Berry’s (1981) 
model of IM; (b) Gronroos’s (1985) model of IM; and (c) Ahmed and Rafiq’s 
(2000) model of IM from the service perspective. While there are some similarities 
and differences, the most important issue is that all of these models concluded that 
the end goal of IM should be focused on delivering superior external customer 
services (i.e., becoming customer-oriented) through effectively engaging internal 
customers (i.e., employees) using various IM activities. As identified in Sections 
2.3 and 2.4, the review of the literature suggests that studies have focused on the 
conceptualisation and implementation of IM through IM programs and IMO. IMO 
is similar to external marketing orientation (MO) and has been viewed to align 
employees with a company’s market-oriented objectives through the design of the 
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appropriate market-oriented ‘job product’ based on an understanding of 
employees’ wants and needs. IM programs, when designed and delivered 
positively, have been argued to alter employees’ view of IMO. Section 2.5 
identified that FLEs are a key source of competitive advantage (CA) for firms 
(Lovelock & Wirtz, 2011), as consumer experiences and perceptions of firms are 
influenced by how effectively customer-contact FLEs deliver services. It was also 
found through the review of the literature (Section 2.5) that successful 
implementation of IM programs and IMO will be contingent upon how FLEs 
respond to these strategies and programs. Therefore, it is important to consider the 
FLEs’ perspective of IM programs and IMO as FLEs’ views affect their alternative 
outcomes. Section 2.6 then identified three significant FLE outcomes resulting 
from IM programs and IMO, which included: FLEs’ organisational identification 
(OI), job satisfaction (JS) and, customer-oriented behaviour (COB).  
The under-researched link between how FLEs experience IM programs and their 
perception of IMO warrants further investigation. Commensurate with this link, 
further investigation is also needed in terms of testing the relationships between IM 
programs, IMO and alternative FLE outcomes. The next section of this thesis 
develops a conceptual model that builds on the existing IM theories by empirically 
investigating the associations between FLEs’ experience of IM programs, their 
perception of IMO and their alternative job outcomes (i.e., job satisfaction, 
organisational identification and customer-oriented behaviour). 
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CHAPTER THREE 
CONCEPTUAL MODEL AND HYPOTHESES 
 
3.1 Introduction 
Chapter Two overviewed the literature related to internal marketing (IM), focusing 
on the main concepts to be explored in this thesis, namely, FLEs’ experience of IM 
programs, their perception of IMO and, their work-related outcomes of 
organisational identification (OI), job satisfaction (JS) and customer-oriented 
behaviour (COB). The literature review provided a theoretical foundation on which 
to develop a conceptual model of how these factors inter-relate, which will then be 
tested in this thesis. 
Chapter Three is organized into ten sections and develops the proposed model to 
be analysed and the hypotheses to be tested. Section 3.2 provides an overview of 
the proposed model which has been developed to address the research gaps 
identified in Chapter One. Section 3.3 provides a discussion of the 
conceptualisation of FLEs’ experience of IM programs as a first-order latent 
construct comprised of the three underlying dimensions - employee empowerment, 
formalisation of communication and participative decision-making. This is 
followed by a discussion in Section 3.4 of the conceptualisation of FLEs’ 
perception of IMO as a first-order latent construct comprised of the three 
underlying dimensions- internal information generation, internal communication 
and internal responsiveness. Section 3.5 describes OI, JS and COB as the three 
FLE outcome variables examined in the conceptual model. The impact of FLEs’ 
experience of IM programs on their perception of IMO and FLE outcomes (i.e., OI 
and JS) are discussed in Section 3.6. This is followed by a discussion in Section 
3.7 about the links between perception of IMO and FLEs’ OI and JS. Section 3.8 
discusses how FLEs’ OI and JS are related to their COB, which is considered in 
much of the IM literature and in this thesis as the ultimate focus of implementing 
IM. Section 3.9 provides the hypotheses developed for this study, which are built 
on the literature in Chapter Two and the conceptual model in Chapter Three. The 
chapter is summarised in Section 3.10. 
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3.2 Overview of the Proposed Theoretical Model 
This section provides an overview of the proposed conceptual model which has 
been developed based on the literature reviewed in Chapter Two. This section also 
includes a discussion of how the proposed conceptual model addresses the gaps in 
the literature, which were identified in Chapter One of this thesis. 
Cavana, Delayahe, and Sekaran (2001) state that: 
“A conceptual model is a logically developed, described and elaborated network 
of associations among concepts or variables deemed relevant to the problem 
situation, which have been identified through preliminary information gathering 
and the literature search” (p. 78). 
Based on the review of the literature in Chapter Two, a conceptual model which 
depicts the relationship between FLEs’ experience of IM programs, their 
perception of IMO and FLE outcomes (i.e., OI, JS and COB), is presented in 
Figure 3.1. As discussed in Chapters One and Two of this thesis, FLEs are a key 
source of competitive advantage for service firms (Lovelock & Wirtz, 2011), as 
consumer experiences and perceptions of firms are influenced by how effectively 
FLEs deliver services (Malhotra et al., 2012). Given that FLEs present the face and 
voice of the organisation to consumers (Babakus et al., 2003), it is critical that 
organisations develop strategies and programs that motivate FLEs to deliver 
quality services through customer-oriented behaviours. Firms may adopt IMO to 
ensure FLEs’ needs and wants are well understood and appropriate ‘job products’ 
are delivered. From the perspective of IM, it has also been argued that even though 
management may craft the most carefully developed IM strategy, the successful 
implementation of the process (i.e., IMO) is contingent on how FLEs respond to 
the strategy and associated activities (Gounaris, 2008a). It is, therefore, critical for 
management to undertake IMO, in such a way that it is viewed positively by the 
firms’ FLEs. When implementing IMO a variety of IM programs can be used, 
including empowerment, participation in decision-making and formalisation of 
communication. It is the set of programs, when holistically implemented, that 
might alter and/or improve FLEs’ view of IMO, leading to positive FLE outcomes 
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(Dunne & Barnes, 2000; Gounaris, 2008a; Harris & Ogbonna, 2000; Higgins, 
1996; Thomson, 1990). 
Given the importance of FLEs’ perception of IMO, it becomes vital for 
management to develop an IMO that is viewed positively by FLEs. However, 
FLEs’ perception of IMO has received little attention in the literature, which is 
somewhat surprising given that it is FLEs’ views and ultimate behaviour that 
determines the success or failure of translating the IMO process into practice 
(Lings, 2004; Lam et al., 2010) Additionally, previous IM studies have not 
empirically assessed whether FLEs’ experience of IM programs (such as 
empowerment, participation in decision-making and formalisation of 
communication) positively influences their perception of IMO and whether, this, in 
turn, leads to FLEs having positive job outcomes. The link between FLEs’ 
experience with a set of integrated IM programs and their perception of IMO, thus, 
warrants further investigation. In addition, further investigation is also required to 
test whether FLEs’ perception of IMO mediates the relationship between IM 
programs and employee OI and JS, which has not been previously examined 
(Gounaris, 2006; Lings, 2004; Wieseke et al., 2009), as well as whether OI and JS 
influence FLEs’ COB, which, in turn, has been empirically shown to improve 
customer satisfaction and organisational performance (Grizzle et al., 2009; Lee et 
al., 2006; Homburg et al., 2009; Stock & Hoyer, 2005). 
The conceptual model, depicted in Figure 3.1, identifies the relationship between 
FLEs’ experience of IM programs and their perception of IMO, which, in turn, 
determines OI and JS, and subsequently results in COB. This proposed model 
contributes both to theory and practice by addressing the four gaps in the literature, 
as identified in Section 1.3 of Chapter One, in the following ways: (i) the model 
incorporates a variable assessing experience of IM programs to test how 
experience affects FLEs’ perception of IMO; (ii) the model positions perceived 
IMO as a central variable in the relationships and investigates whether FLEs’ 
perception of IMO mediates the relationship between the experience of IM 
programs and OI and JS; (iii) the model allows for testing the impact of experience 
of IM programs and perception of IMO OI and JS; (iv) the model also tests 
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whether FLEs’ OI and JS impacts FLEs’ customer-oriented behaviour, which, in 
turn, has been found to improve customer satisfaction and organisational 
performance (Grizzle et al., 2009; Homburg et al., 2009; Stock & Hoyer, 2005). 
The details of these relationships are summarised in the sections following within 
this chapter. 
The variables in the model are based on the review of the literature in Chapter 
Two. Hence, the underlying premise of the conceptual model (Figure 3.1) is: 
FLEs’ experience (i.e., their assessment) of a set of IM programs influences their 
perception of IMO which, in turn, results in positive FLE job outcomes, 
particularly OI, JS and, ultimately, COB. The conceptual model (as shown in 
Figure 3.1) provides the basis for the development and exploration of the proposed 
hypothetical relationships. Building on Chapter Two, the sections that follow 
discuss the experience of IM programs, perception of IMO and FLE job-related 
outcomes, and then explore the underlying hypotheses describing the relationships 
between the constructs of the proposed model. 
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Figure 3.1: The Conceptual Model 
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3.3 FLEs’ Experience of Internal Marketing (IM) Programs 
This section provides a discussion of FLEs’ experience of IM programs, which is 
measured by three sub-dimensions, as shown in the conceptual model (Figure 3.1). 
Past studies have identified IM programs as having various facets such as training, 
rewards, socialisation, employee participation in decision-making, commitment, 
rewards, empowerment, openness of communication etc. (Foreman & Money, 
1995; Naude et al., 2003; Ahmed et al., 2003). However, as discussed in Chapter 
Two (Section 2.3), recent studies have depicted IM programs comprised of 
employee empowerment, participation in decision-making and communication 
formalisation (Gounaris, 2008a, 2008b). These three IM programs have been 
argued to help management in two ways. First, the three IM programs help 
management to positively influence the views of its frontline employees towards 
management requirements of satisfying external customers and, second, these three 
programs derive greater levels of employee job outcomes. Thereby, the conceptual 
model developed within this thesis (Figure 3.1) encompasses empowerment, 
participation in decision-making and communication formalisation as the three 
facets of IM programs to be studied. 
As discussed in Section 2.3, employee empowerment is viewed as a context in 
which managers give employees the discretion to make decisions about routine 
job-related activities (Conger & Kanungo, 1988 Bowen & Lawler, 1995). Sigler 
and Pearson (2000) argued that empowered employees are likely to be more 
adaptive to management demands because of the increased flexibility that 
accompanies empowerment. This is because empowerment removes managerial 
constraints imposed on FLEs, giving them opportunity to adapt their tasks as they 
attempt to deliver service excellence and meet organisational objectives (Gounaris, 
2008b). Previous studies have suggested that if frontline employees perceive 
themselves to be empowered they feel better about their job and perceive that they 
have the necessary skills and abilities to do their job well (Ellinger et al., 2008). 
Thereby empowered FLEs are more likely to positively respond to the 
management demands of delivering customer-oriented behaviours (Gounaris, 
2008a; Peccei & Rosenthal, 2001). 
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Section 2.3 also provided a discussion of employee participation in decision-
making as another significant facet of IM programs. Participation is a process by 
which influence is shared among individuals who are otherwise hierarchical un-
equals (Wagner, 1994). Foreman (2000) suggested that front line service 
employees (he referred to them as FLEs, the same as the term FLEs used within 
this thesis) may cause uncertainty in the organisation as they attempt to pursue 
their own objectives. Thus, Gounaris (2008b) pointed out that by increasing FLE 
participation, employees become more motivated to understand the nature of the 
firm’s business, policies and problems. Thereby, FLEs better respond to 
management policies and significantly reduce service failures during the service 
encounter. De Jong et al. (2004) further argued that reducing the frequency of 
conflicts with customers and the intensity of friction with customers and co-
workers, results in higher levels of job satisfaction among frontline customer 
contact employees. Participative decision-making, therefore, is taken as one of the 
IM programs in the conceptual model (Figure 3.1). 
Communication formalisation (often termed as mode of communication) is 
identified as the other significant IM program examined in the conceptual model 
(Figure 3). Communication formality, as discussed in Section 2.3), is the mode of 
communication and the degree of communication formalisation between 
employees and management (Gounaris, 2008a, 2008b). Stohl and Redding (1987) 
suggested that communication mode can be described as being either formal or 
informal. It has been argued in the literature that informal and bi-directional 
communication between management and frontline employees is more effective 
because it facilitates timely exchange of information, feedback and evaluation 
(Gounaris, 2008a; Johlke & Duhan, 2001; Tushman & Nadler, 1978). This, in turn, 
improves frontline employees’ perception of management’s overall communication 
quality which, eventually leads to increased employee outcomes such as job 
satisfaction and commitment to the organisation (Graham, Barbato, & Perse, 1993; 
Lind & Zmud, 1995; Lings, 1999). 
This section has discussed the three significant IM programs, which, within this 
thesis, are treated as a higher-order latent construct reflected through three facets 
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(i.e., employee empowerment, participation in decision-making and 
communication formalisation). The next section provides discussion on the 
experience of these three IM programs as a first-order latent construct. 
 
3.3.1 Conceptualising Experience of IM Programs 
This section discusses FLEs’ experience of IM programs as a first-order latent 
reflective construct within the proposed conceptual model. Hair et al. (2006, p. 
732) define latent constructs as “those constructs which cannot be measured 
directly but can be represented or measured by one or more underlying observable 
variables (variables are considered observable when a direct measure of the 
variables can be obtained)”. Additionally, this thesis focuses on how FLEs’ 
experience a set of IM programs, as it has been argued in the literature that IM 
programs, when delivered in an integrated fashion, alter employees’ views of IMO 
(Gounaris, 2008a; Higgins, 1996). Given that objective of the thesis is not 
investigate how specific components of IM programs are formed but how FLEs’ 
assesses the firm’s integrated set of programs, IM programs is therefore treated as 
a reflective rather than formative construct. Additionally, several IM studies have 
also conceptualized the assessment of IM programs from an employee perspective 
as reflective rather formative construct, thereby further justifying the treating the 
IM programs as reflective construct in this thesis (Anaza & Rutherford, 2012; 
Gounaris, 2008a, 2008b). 
As indicated in Figure 3.2, IM programs are comprised of three underlying 
dimensions, namely, employee empowerment, participation in decision-making 
and communication formalisation. The degree of empowerment among service 
employees has been treated as an integral part of the IM programs in studies 
conducted by Berry and Parasuraman (1991), Rafiq and Ahmed (2000), Ahmed et 
al. (2003), and Gounaris (2008a, 2008b). Employee participative decision-making 
and communication formality have also been considered as a dimension of IM 
programs by authors, as in Pitt and Foreman (1999), Ahmed et al. (2003) and 
Gounaris (2008a, 2008b). 
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Figure 3.2: FLEs’ Experience of IM Programs as a Latent Construct 
 
 
When conceptualising a latent construct it is important to explain the conceptual 
functioning of the construct as well as specify its relationship with its individual 
underlying observable dimensions/variables (Anaza & Rutherford, 2012; 
Diamantopoulos & Siguaw, 2006; Jarvis, MacKenzie, & Podsakoff, 2003; Petter, 
Straub, & Rai, 2007). Additionally, Bagozzi and Heatherton (1994, p. 61) 
highlighted that latent constructs “can be represented in a psychometrically sound 
way through both a first or second (i.e., higher) order model” (see Section 5.5), 
which illustrates examples of first and second-order reflective latent models as 
used within this thesis. 
As shown in Figure 3.2, the observed dimensions (i.e., variables) are seen as 
functions of the first-order reflective latent IM programs construct, that is, any 
change in the IM programs as experienced by FLEs is reflected in changes in the 
underlying observable variables (i.e., empowerment, participation in decision-
making and communication formalisation ). Although each observable dimension 
can be viewed as a separate construct, at a conceptual level together they represent 
the overall experience of IM programs (Gounaris, 2008a, 2008b).  
Gounaris (2008b) treated IM programs as a first-order reflective latent construct 
while investigating IM practices in a tourism industry context. He found the 
empirical model that depicted IM programs as an overall reflective first-order 
latent construct fitted the data well, and also better explained the variance in the 
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dependent variable - job satisfaction. However, when Gounaris (2008b) looked at 
the three individual facets of IM (i.e., employee empowerment, participation 
decision-making and communication formality) in relation to job satisfaction (i.e., 
separate first-order effects), the reliability of the model was less robust and also 
had less explanatory power when predicting job satisfaction. This further justifies 
the rationale of considering FLE-perceived IM programs as a first-order reflective 
latent variable. This supports the approach of focusing on the overall latent IM 
programs variable, rather than the components of IM programs, examining how IM 
programs might influence FLEs’ perception of IMO and FLE outcomes. Each of 
the underlying dimensions of IM programs is measured using items that have been 
adapted from previous IM studies, and are discussed in detail in Section 4.4.1.1. 
 
3.4 Perception of Internal Market Orientation (IMO) 
The previous sections discussed the variables related to FLEs’ experience of IM 
programs and how they are conceptualised as a first-order latent construct. This 
section discusses the conceptualisation of FLEs’ perception of IMO. This is 
followed by a discussion in Section 3.5 on how FLE’s perception of IMO is 
conceptualised as a first-order latent construct within the proposed conceptual 
model (Figure 3.1). As was discussed in Section 2.4, much of the literature related 
to market orientation (MO) focuses on external customers and competitors, with 
limited examination of internal stakeholders such as employees (Greenley & 
Foxall, 1998). It has, however, been identified that firms need to consider the 
internal market (i.e., employees) as well, if a successful market orientation is to be 
developed (Day, 1994; Kelley, 1992; Lings, 1999; Shapiro, 1988). Thereby, firms 
are now adopting and developing internal market orientation (IMO), which is the 
process of understanding employees’ needs and responding accordingly by 
delivering the right ‘job’ products, leading employees to be more customer-focused 
(Gounaris, 2006, 2008b; Lings, 2004; Lings & Greenley, 2010). Lings (2004) 
argued that the development and adoption of IMO is typified by marketing-like 
activities directed towards the firm’s customer contact frontline employees. 
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As discussed in Section 2.4.2, Lings (2004) and Lings and Greenley (2005) 
conceptualised IMO as being comprised of three underlying dimensions –internal 
information generation, internal communication (i.e., dissemination), and internal 
responsiveness. These are consistent with the conceptualisation of components of 
external market orientation (Kohli et al., 1993; Kohli & Jaworski, 1990). The 
model developed within this thesis (Figure 3.1), therefore, also represents the 
construct perception of IMO through these three underlying dimensions - internal 
information generation, internal communication and internal responsiveness. 
The need for management to generate information about the things employees’ 
value is well-recognised in the literature (Carter & Gray, 2007; Ewing & Caruana, 
1999; McDonald, De Chernatony, & Harris, 2001). Internal information generation 
relates to employees’ perception of the inputs to their jobs, the outputs (what they 
receive) and the equity of this exchange (Lings & Greenley, 2005). Internal 
communication of information (i.e., dissemination), also is parallel to the concept 
of communication of information in the context of external MO (Lings, 2004). 
Lings (2004) argued that in the IMO construct, information pertinent to the internal 
market must be communicated for an organisation to adapt to needs of the internal 
market/employees. According to Carter and Gray (2007), as management contact 
with employees increases, the opportunities for communication sharing about the 
needs and wants of employees will also increase, thereby improving the ability of 
management to communicate/disseminate information. Previous studies have also 
argued that when FLEs positively perceive the communications between 
management and employees, FLEs’ work outcomes improve, including employee 
job satisfaction, retention, organisational commitment, etc. (Carter & Gray, 2007; 
Johlke & Duhan, 2001). 
The third dimension of IMO involves the response to the information generated 
about the wants and needs of individual employees, that is, internal responsiveness. 
Responding to information about the internal market may take several forms such 
as the design and implementation of reward, social benefits, training, management 
considerations, job design etc. (Gounaris, 2006; Lings, 2004). Hurley (1998) points 
out that good communication and response from management to employees (i.e., 
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high levels of IMO) facilitate rapid acceptance of organisational directives and 
employee behaviour change. Several studies have also suggested that when 
employees, especially frontline ones, positively perceive IMO, it leads to positive 
FLE outcomes such as employee motivation, job satisfaction and organisational 
commitment and compliance. These benefits occur as employees perceive that 
higher levels of IMO provide them with the right ‘job products’, which satisfy 
employees’ job-related wants and needs (Lings, 2004; Gounaris, 2008a, 2008b; 
Carter & Gray, 2007; Tortosa et al., 2009). 
This section has discussed the three significant underlying dimensions of IMO - 
internal information generation, internal information dissemination and internal 
responsiveness. The conceptual model (Figure 3.1) treats the variable FLEs’ 
perception of IMO as a first-order latent construct comprised of these three 
underlying dimensions. The next section provides discussion on the 
conceptualisation of FLEs’ perception of IMO as a latent construct. 
 
3.4.1 Conceptualisation of FLEs’ Perception of IMO 
This section discusses the conceptualisation of FLEs’ perception of IMO as a first-
order latent construct represented by three facets (i.e., internal information 
generation, internal communication and internal responsiveness). 
While a couple of studies (Cadogan, Souchon, & Procter, 2008; Jarvis et al., 2003) 
have argued that market orientation (MO) should be treated as a formative 
construct, a review of the literature identified that most market orientation related 
studies have treated MO as a reflective construct, for example, Panigyrakis and 
Theodoridis (2007), Min et al. (2007), Ellinger et al. (2008), Zhou et al. (2008) and 
Morgan, Vorhies, and Mason (2009). Within these studies, MO was treated as a 
latent construct reflected by three sub-constructs: (i) information generation; (ii) 
dissemination of information; and (iii) responsiveness to the external market. 
This thesis treats the perception of IMO construct as being reflective rather than 
being formative. This is done because one of the underlying objectives of the thesis 
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is to assess FLEs’ perception of the overall IMO process generally, rather than 
focusing on how individual component forms IMO. Therefore, the IMO construct 
measures respondents perception (i.e., FLEs) and as such needs to be reflective not 
formative. Additionally, Gounaris (2008a, 2008b), Lings and Greenley (2009), 
Gounaris et al. (2010) and Sanchez-Hernandez and Miranda (2011) all used this 
approach and conceptualised internal market orientation (IMO) as a reflective 
latent construct. In all these studies, IMO was represented by the underlying 
observed variables - internal information generation, internal communication and 
internal responsiveness.  
This thesis also conceptualises FLEs’ perception of IMO as a latent reflective 
construct, represented through three underlying observed variables - internal 
generation of information, internal communication of information and internal 
responsiveness (see Figure 3.3), meaning that any changes in FLEs’ perception of 
IMO are reflected though changes in its underlying observable variables (i.e., 
internal information generation, internal communication and internal 
responsiveness). Each of the observed variables is measured using items that have 
been drawn from past IM studies. These items are discussed in detail in Section 
4.4.1.2. 
 
Figure 3.3: FLEs’ Perception of IMO as a Latent Construct 
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3.5 FLE outcomes 
This section discusses the three FLE outcome variables (as shown in Figure 3.1) - 
OI, JS and COB - as they were identified as significant employee outcomes of IM 
in the literature (see Section 2.9). OI (as discussed in Section 2.9.1) is viewed in 
this thesis as FLEs’ perception of oneness with or belongingness to the 
organisation (Wieseke et al., 2009; Efraty & Wolfe, 1988). JS (as discussed in 
Section 2.6.2) is depicted as the pleasurable emotional state resulting from the 
appraisal of FLEs’ job (Locke, 1969). COB (as discussed in Section 2.6.3) is 
viewed as FLEs’ behaviours that are focused on engendering customer satisfaction 
(Saxe & Weitz, 1982). 
A number of IM studies have examined how IM programs and organisational IMO 
impact on employee JS (Ahmed et al., 2003; Gounaris, 2008a, 2008b; Lings & 
Greenley, 2005; Kaur et al., 2009; Keller et al., 2006; Tortosa et al., 2009, 2010). 
Wiesekea et al. (2009) proposed OI is one of the significant goals of IM and that 
employees who identify strongly with organisations are likely to engage in more 
customer-oriented behaviours. Previous IM studies have also suggested that the 
ultimate aim of IM is to have employees respond to management’s objectives by 
delivering superior customer-oriented behaviours to external customers (Ahmed & 
Rafiq, 2003; Groonroos, 1985; Woodruffe, 1995). Several past IM studies have 
suggested that if employees view IM activities positively they will be more 
satisfied with their jobs and have a higher degree of belongingness to the 
organisation, which then leads to improved COB (Bansal et al., 2001; Dabholkar & 
Abston, 2008; George, 1990; Rafiq & Ahmed, 2000; Tansuhaj et al., 1988). 
However, none of the past research has empirically tested the direct relationship 
between IMO and COB. Several studies have suggested that IMO should impact 
on COB through employees’ OI and JS (Berry, 1981; Gounaris, 2008a; Homburg, 
Wieseke, & Hoyer, 2009; Payne, 1993; Stock & Hoyer, 2005; Wieseke et al., 
2009; Woodruffe, 1995). Based on this work, the model developed for this thesis 
(Figure 3.1) posits that IMO impacts on FLEs’ job satisfaction and organisational 
identification, which subsequently impacts on their engagement with external 
customers. The following Sections (3.6, 3.7, and 3.8) discuss the relationships that 
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exist between FLEs’ experience of IM programs, FLEs’ perception of IMO and 
FLE outcomes (OI, JS and, COB). 
 
3.6 Experience of IM Programs, Perception of IMO, JS and OI 
This section discusses the consequences of FLEs’ experience of IM programs, on 
both FLEs’ perception of IMO and FLEs’ OI and JS. 
As discussed in Sections 2.8 and 2.9, studies focusing on the adoption of 
conventional MO have reported that, in some instances, service employees’ are 
resistant to the adoption of a market-oriented culture within organisations 
(Gounaris, 2008a; Harris, 2002; Kelley, 1992). Harris (2002) identified four factors 
that lead to employee resistance to adopting MO, which include employees 
perceiving that: (a) MO is politically motivated; (b) MO unfairly distributes 
resources to one particular department; (c) MO is less urgent in comparison to 
other organisational strategies; and (d) MO initiatives entail unreasonable market-
oriented expectations from employees. 
Taking a similar argument, Gounaris (2008a) suggested that FLEs may also be 
reluctant to accept and positively respond to IMO (i.e., do not undertake the 
desired actions) if they believe that the ‘job product’ has excessive employee 
demands, such as high sales targets or requirements in regard to being customer-
focused (Gounaris, 2008a; Harris & Ogbonna, 2000; Papasolomou-Doukakis, 
2002). For example, Papasolomou-Doukakis (2002) found that in the UK retail 
banking sector, even though the internal ‘job products’ were aimed at aligning 
employees with the company’s marketing objectives, employees perceived IMO as 
manipulating the attitudes and actions of ‘targeted’ employees, rather than 
developing an effective employee-employer relationship. As such, Papasolomou-
Doukakis (2002) found that frontline employees resisted the firm’s IMO (i.e., they 
did not adopt the desired behaviours), as they saw it focusing more on meeting 
sales objectives rather than assisting them in undertaking employees’ role 
requirements. Thus, it can be highlighted that employees will only respond 
positively to individual sales targets if the associated ‘benefits’ of achieving these 
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targets outweigh the costs associated with achieving those benefits (Locke & 
Latham, 2002). 
Yoon, Beatty, and Suh (2001) argue that if FLEs experience increased formal 
management support, opportunity for participation and authority over their work, it 
will improve employees’ perceptions of the firm and its strategies (i.e., IMO), that 
is, human resource focused integrated IM programs can alter employees’ 
perceptions about their job and their employer (Cardy et al., 2007; Harter et al., 
2010). Employees’ experience of IM programs will, therefore, influence 
employees’ perceptions of IMO (Gounaris, 2008; Higgins, 1996) and, in turn, 
affect employees’ behaviours (Anaza & Rutherford, 2012; Gounaris, 2008), 
although the link between FLEs’ experiences of IM programs and their perceptions 
of IMO has not yet been empirically explored.  
This thesis, therefore, proposes that FLEs’ experiences with the set of integrated 
IM programs delivered (i.e., comprising of employee empowerment, participation 
in decision-making and communication formalisation) will directly influence 
employees’ perception of IMO. The connection between experience of IM 
programs and perception of IMO, in turn, should result in FLEs responding 
positively to management’s goals of undertaking customer-oriented behaviours, 
resulting in employees satisfying external customers. However, there have been no 
studies to examine the empirical link between FLEs’ experience of IM programs 
and their perception of IMO and this under-researched link warrants investigation. 
This thesis contributes to the literature by testing this relationship. Thus, it is 
posited that: 
H1: FLEs’ experience of IM programs will be related positively to their perception 
of IMO. 
 
Recent literature has posited that there is a significant link between the 
implementation of IM programs and employees’ organisational identification (OI) 
(Lam et al., 2010; Wieseke et al., 2007; Wieseke et al., 2009). Wieseke et al. 
(2009) summarised the importance of the relationship between IM and OI as: 
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“The most inclusive shared identity is undoubtedly OI, which we propose to be the 
ultimate goal of internal marketing. Organizational members who identify strongly 
with customer-oriented organizations are also customer conscious, a notion that 
should be at the fore of internal marketing” (p. 126). 
As discussed in Section 2.3, some links between IM programs and OI have been 
undertaken, including examining the linkage between employee experience of IM 
programs and their patronage of their own organisation (Dabholkar & Abston, 
2008), employee loyalty (Bansal et al., 2001; Peltier, Nill, & Schibrowsky, 2003), 
and employee commitment (Caruana & Calleya, 1998). Further, Bell and Menguc 
(2002) found that the way FLEs perceived management support programs (one 
form of IM programs) positively influenced employees’ OI. Notwithstanding, these 
existing studies are yet to empirically test whether FLEs’ experience with IM 
programs is directly related to FLEs’ OI (Wieseke et al., 2009). Thus, it is 
hypothesised that: 
H2: FLEs’ experience of IM programs will be related positively to their 
organisational identification. 
 
As discussed in Section 2.6.2, employee job satisfaction has also been posited as 
an outcome of employees’ experience with IM programs. For instance, Bansal et 
al. (2001) and Dabholkar and Abston (2008) have proposed that IM programs 
impacted on employee (i.e., internal customer) job satisfaction. Several other 
studies have also found a positive association between IM activities, as perceived 
by employees and employees’ job satisfaction. For instance, Hartline and Ferrell 
(1996) and Babakus et al. (2003) reported a positive association between employee 
perception of internal managerial practices (i.e., one IM activity) and employee job 
satisfaction. Ahmed et al. (2003) reported that employees’ experience of IM 
programs had a direct impact on their job satisfaction. Keller et al. (2006) found a 
linkage between the composition of IM programs (which the author referred to as 
the IM mix) and employee satisfaction. Gounaris (2008a) also found that a firm’s 
IM program as perceived by frontline hotel employees impacted on their job 
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satisfaction. The research reporting a relationship between FLEs’ experience with 
IM programs and employee job satisfaction suggests that there should be a 
relationship within this thesis as well. Thus, it is proposed that: 
H3: FLEs’ experience of the set of IM programs delivered by their organisation 
will positively relate to FLEs’ job satisfaction. 
 
3.7 Perception of IMO and its Consequences on FLEs’ OI and JS 
This section discusses how FLEs’ perception of IMO can also mediate the 
relationship between perceived IM programs and FLE outcomes such as employee 
organisational identification (OI) and job satisfaction (JS). 
As discussed in Section 2.5, FLEs are key inputs for delivering service excellence 
and organisational productivity and, therefore, are an important source of 
competitive advantage (Beatson, Lings, & Gudergan, 2008; Lings et al., 2008; 
Wirtz et al., 2008). In professional service industries individual FLEs’ interactions 
with customers implement the firm’s marketing concept in practice (Gounaris, 
2008b). Service gap literature argues that when an organisation communicates 
promises about services to customers via employees and/or promotional 
campaigns, it raises customer expectations (Parasuraman, Zeithaml, & Berry 1985; 
Chenet, Tynan, Money 2000). Any discrepancy between organisational promises 
and what customers actually experience will result in a gap, referred to as a type 4 
gap (Chaston, 1994; Chenet et al., 2000). To reduce or prevent such gaps it is 
essential that employees implement programs as management defines the 
programs, and that the programs meet customers’ expectations (Chaston, 1994). 
From the perspective of IM, it can be argued that even though management may 
craft the most carefully developed organisational IMO designed to encourage FLEs 
to undertake customer-oriented behaviours, the success of these programs is 
contingent on how FLEs respond to IMO, which may differ to how management 
believes the employees interpret IMO (Gounaris, 2008a, 2008b). Thus, it becomes 
vital for management to develop an IMO (as defined in Section 3.4) that is viewed 
positively by FLEs. Thereby, it has been proposed in previous IM studies that how 
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employee’s view IMO might impact on their job-related outcomes such as OI and 
JS (Carter & Gray, 2007; Gounaris, 2008a, 2008b; Tortosa et al., 2009; Wieseke et 
al., 2009). As such, the conceptual model (Figure 3.1) considers FLE’s OI and JS 
as two significant outcomes of positively perceiving IMO.  
The review of literature from Chapter Two identified that there is a significant link 
between IM and employee organisational identification (OI) (Wieseke et al., 2007; 
Wieseke et al., 2009; Lam et al., 2010). Lam et al. (2010) investigated how 
managers diffuse MO to employees and found that managers undertake and share 
internal market-oriented behaviours with frontline employees through formal and 
informal processes. That is, managers are organisational agents responsible for 
implementing IMO within the organisation by interacting with FLEs. However, 
Lam et al. (2010) found that not all managers implemented IMO effectively, 
especially when managers did not have high levels of organisational identification. 
That is, non-supportive managers failed to implement organisational policies and 
objectives and were not customer-focused in regard to internal employees. One 
would anticipate that how well managers implemented IMO would also impact on 
employees’ level of customer-orientated action (Berry, 1981; Gronroos, 1993; 
Payne, 1993; Wieseke et al., 2009), although this was not tested by Lam et al. 
(2010). Supportive management, such as would exist in firms having an IMO 
philosophy, therefore, should foster employees’ organisational identification (Lam 
et al., 2010; Lings, 2004). Thus, FLEs’ experience of IM programs should lead to 
positive perceptions of IMO, and, in turn, result in employees undertaking the 
targeted actions designed to create external customer satisfaction. FLEs’ 
identification with the organisation (i.e., OI) is, therefore, an important 
consequence of their perception of IMO. As identified in Section 3.6 previously, 
given that FLEs’ experiences with IM programs impact on perception of IMO, 
perception of IMO should also mediate the relationship between experience of IM 
programs and organisational identification. Therefore, the following hypotheses 
are put forward: 
H4: FLEs’ perception of IMO will be related positively to their organisational 
identification. 
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H4b: FLEs’ perception of IMO mediates the relationship between their experience 
of IM programs and their organisational identification. 
Carter and Gray (2007) posited that employees’ positive perception of IMO should 
result in their job satisfaction because, in such situations, employees viewed that 
the ‘right job products’ has been delivered through the organisation’s IMO, where 
the right jobs provide psychological and social benefits to employees. Several IM 
studies have also investigated the impact of employees’ perception of IMO on 
employee job satisfaction. For instance, Lings and Greenley (2005) and Gounaris 
(2006) found organisational IMO significantly impacted on employees’ jobs. 
Gounaris (2008a) also found IMO, as perceived by hotel frontline employees, had 
a significant impact on their job satisfaction. Further evidence of this link was also 
found in a series of studies conducted on contact personnel in a local Spanish 
credit institution, which found that perceived IMO affected employee job 
satisfaction (Tortosa et al., 2009, 2010). Kaur et al. (2009) also provided evidence 
that adoption of IMO, as perceived by bank managers, impacted on their job 
satisfaction. Thus, it seems clear that employees who view IMO positively have 
higher levels of job satisfaction. 
Section 3.6 of this chapter argued that employee job satisfaction can also be 
impacted by FLEs’ experience with the firm’s IM programs. Section 3.6 also 
discussed literature that argued that FLEs’ experience of IM programs influences 
their views on organisational IMO (Dunne & Barnes, 2000; Gounaris, 2008a; 
Harris & Ogbonna, 2000; Higgins, 1996; Thomson, 1990). It is possible, therefore, 
that FLE perception of IMO mediates the relationship between the experience of 
IM programs and FLEs’ job satisfaction. As such, this thesis puts forward the 
following hypotheses: 
H5: FLEs’ perception of IMO will be positively related to their job satisfaction. 
H5a: FLEs’ perception of IMO mediates the relationship between their experience 
of IM programs and job satisfaction. 
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3.8 Relationship between OI, JS and COB as FLE Outcomes 
The previous sections, 3.6 and 3.7, discussed the impact of experience of IM 
programs and perception of IMO on OI and JS. This section provides discussion on 
FLEs’ OI and JS impacts on their customer-oriented behaviour (COB), as 
identified in the conceptual model (Figure 3.1). 
As discussed in Section 3.6, previous IM studies are yet to empirically test the 
direct relationship between IMO and employees’ COB, which is surprising as this 
should be the ultimate focus of implementing IM. However, several IM studies 
have suggested that positive views of IMO impact on employees JS and OI which, 
in turn, impacts on how they engage with external customers (Ahmed et al., 2003; 
Berry, 1981; Dabholkar & Abston, 2008; Gounaris, 2008a; Gounaris et al., 2010; 
Gronroos, 1985; Lings & Greenley, 2010; Tortosa et al., 2009; Wieseke et al., 
2009). The conceptual model (Figure 3.1) posits that OI and JS play a mediating 
role between FLEs’ perception of IMO and their COB. 
As discussed in Sections 3.4 and 3.5, recent developments in the IM literature have 
suggested that having employees’ positive views of IMO impacts, directly and 
indirectly, on their JS and OI (Bansal et al., 2001; Berry, 1981; Dabholkar & 
Abston, 2008; Gronroos, 1985; Lings & Greenley, 2010; Wieseke et al., 2009), and 
that this subsequently affects how FLEs engage with external customers. If 
employees have a greater sense of belongingness to their organisation this, in turn, 
should work as a motivating factor to respond positively to the firm’s demand of 
exhibiting customer-oriented behaviour (Wieseke et al., 2007; Wieseke et al., 
2009). For example, Weiseke et al. (2007) found that employees who identify 
strongly with their organisations were likely to engage in more customer-oriented 
behaviour, which is consistent with general employee motivation theory which 
suggests that the more included the employee is in goal-setting, the more likely he 
is to achieve targeted goals (Locke & Latham, 2002). Thus, it is hypothesised that: 
H6: FLEs’ organisational identification will be positively related to their 
customer-oriented behaviour. 
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H6a: FLEs’ organisational identification mediates the relationship between their 
perception of organisational IMO and their customer-oriented behaviour. 
 
An extant review of literature also identified that both experience of IM programs 
and FLEs’ perception of IMO significantly impacts job satisfaction (Gounaris, 
2008a; Tortosa et al., 2010; Keller et al., 2006; Wen Hui, 2010). Several studies 
have found that increased levels of job satisfaction resulted in more customer-
oriented behaviour among employees (Hoffman & Ingram, 1992; Lee et al., 2006; 
Yoon et al., 2007). However, several other studies have found an insignificant 
relationship between job satisfaction and FLEs’ COB (Homburg et al., 2009; 
Wagenheim & Rood, 2010). While these findings are equivocal, proponents of 
internal marketing have argued that employee job satisfaction should foster 
customer-oriented behaviours (Ahmed & Rafiq, 2003; Berry, 1981; George, 1990; 
Gronroos, 1985; Tansuhaj et al., 1988). This thesis posits that increased FLE JS 
predicts positive interactions with customers (i.e., COB). Given that FLEs’ 
perception of IMO directly impacts on FLEs’ JS, then JS should also mediate the 
relationship between FLEs’ perception of IMO and COB (Berry, 1981; George, 
1990). Therefore, it is hypothesised that: 
H7: FLEs’ job satisfaction will be positively related to their customer-oriented 
behaviour. 
H7a: FLEs’ job satisfaction mediates the relationship between their perception of 
IMO and their customer-oriented behaviour. 
 
3.9 Summary of Hypotheses 
As discussed in Section 3.3.1, the proposed conceptual model (Figure 3.1) 
incorporates the variable FLE experience of IM programs as a latent construct 
comprised of three underlying dimensions - employee empowerment, participation 
in decision-making and communication formalisation. Section 3.4.1 also 
conceptualises FLEs’ perception of IMO as a latent construct represented through 
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three underlying dimensions - internal generation of information, internal 
communication of information and internal responsiveness. Section 3.5 provided 
the rationale for integrating JS, OI and COB as three significant FLE outcome 
variables within the conceptual model. Therefore, the underlying premise of the 
conceptual model (Figure 3.1) can be stated as: 
FLEs’ experience (i.e., their assessment) of a set of IM programs influences their 
perception of IMO which, in turn, results in positive FLE job outcomes, such as 
organisational identification, job satisfaction and, ultimately, customer-oriented 
behaviour. 
Thus, to test the underlying relationships in the conceptual model, the following 
direct and indirect (mediation) hypotheses were proposed in this chapter: 
Direct Hypotheses 
H1: FLEs’ experience of IM programs will be related positively to their perception 
of IMO (see Section 3.6). 
H2: FLEs’ experience of IM programs will be related positively to their 
organisational identification (see Section 3.6). 
H3: FLEs’ experience of the set of IM programs delivered by their organisation 
will be positively associated with FLEs’ job satisfaction (see Section 3.6). 
H4: FLEs’ perception of IMO will be related positively to their organisational 
identification (see Section 3.7). 
H5: FLEs’ perception of IMO will be positively related to their job satisfaction 
(see Section 3.7). 
H6: FLEs’ organisational identification will be positively related to their 
customer-oriented behaviour (see Section 3.8). 
H7: FLEs’ job satisfaction will be positively related to their customer-oriented 
behaviour (see Section 3.8). 
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Indirect Hypotheses 
H4b: FLEs’ perception of IMO mediates the relationship between their experience 
of IM programs and their organisational identification (see Section 3.7). 
H5a: FLEs’ perception of IMO mediates the relationship between their experience 
of IM programs and job satisfaction (see Section 3.7). 
H6a: FLEs’ organisational identification mediates the relationship between their 
perception of organisational IMO and their customer-oriented behaviour (see 
Section 3.8). 
H7a: FLEs’ job satisfaction mediates the relationship between their perception of 
IMO and their customer-oriented behaviour (see Section 3.8). 
 
3.10 Conclusion 
The proposed conceptual framework, as shown in Figure 3.1, focuses on FLEs who 
are responsible for delivering and executing excellent service experiences. Given 
FLEs’ focal role in the exchange process, it is essential that internal marketing 
strategies and programs targeting FLEs ensure that FLEs deliver on organisational 
marketing programs and objectives. Previous IM studies have not empirically 
examined whether FLEs’ experience of IM programs (assessing such things as 
empowerment, participation in decision-making and formalisation of 
communication) positively influences FLEs’ perception of IMO and whether, in 
turn, this leads to FLEs having positive job outcomes. Therefore, this thesis 
addresses the gap in the literature by developing a conceptual model that integrates 
FLEs’ experience of IM programs, which shapes their perception of IMO, as well 
as their job outcomes. The conceptual model builds on the relevant constructs 
developed in the literature (discussed further in Chapter Four) and elaborates on a 
set of relationships between and amongst these constructs. Support for the 
proposed relationships was derived from the review of the literature in Chapter 
Two. The elaboration of these relationships in the model provides a sound basis for 
the development of the eight hypotheses, which enable the empirical testing of the 
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proposed model. Testing these associations between the variables used in the 
proposed model (Figure 3.1) addresses the research gaps identified in Section 1.2. 
The methodology adopted in order to test the underlying seven direct and four 
indirect hypotheses are discussed in the following chapter. 
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CHAPTER FOUR 
METHODOLOGY 
 
4.1 Introduction 
This chapter is divided into five sections and details the methodology that will be 
used to empirically examine the conceptual model and test the hypotheses 
developed in Chapter Three. Following the introduction (Section 4.1), Section 4.2 
provides the philosophical assumptions that underpin the choice of methodology. 
Section 4.3 details the research design undertaken in the thesis including a 
discussion justifying the research approach and the survey based research. Section 
4.4 details the research steps used (i.e., scale development, questionnaire design, 
sampling plan, research context and setting, ethical considerations and data 
analysis). Section 4.5 provides a summary of the chapter. 
 
4.2 Methodological Approach 
This section provides the rationale for choosing a positivist approach, that is, 
adopting quantitative methods for the purpose of empirically testing the hypotheses 
derived from the conceptual model (Figure 3.1), as identified in Chapter Three. A 
fundamental aspect of undertaking research should be addressing the philosophical 
assumptions that support the choice of methodology (Hussey & Hussey, 1997; 
Nueman, 2008). There are two dominant research paradigms found within the 
social science literature - (1) positivist, and (2) phenomenological/interpretivist 
(Dourish, 2004; Hussey & Hussey, 1997; Mangan et al., 2004; Nueman, 2008). 
Nueman (2008) describes the positivist paradigm as: 
“An organized method for combining deductive logic with the precise empirical 
observations of individual behaviour in order to discover and confirm a set of 
probabilistic causal laws that can be used to predict general patterns of human 
activity” (p. 82). 
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Thus, positivist theories are derived from the rational, empirical, scientific tradition 
(Nueman, 2008; Dourish, 2004). Scientific theories seek to reduce complex 
observable phenomena to underlying idealised mathematical descriptions, which is 
similar to positivist theories that seek to reduce social phenomena to essences or 
simplified models that capture underlying patterns (Dourish, 2004, p. 20). On the 
other hand, the phenomenological/interpretivist paradigm is concerned with 
identifying the “essence” of human experiences concerning a phenomenon, as 
described by participants in a study (Creswell, 2003, p. 15). Laverty (2008) argued 
that “phenomenological research is descriptive and focuses on the structure of 
experience, the organizing principles that give form and meaning to the life world” 
(p. 27). 
Most qualitative research is underpinned by the phenomenological paradigm and, 
therefore, involves the researcher being an active participant inseparable from that 
of the subject under study (Hussey & Hussey, 1997; Mangan et al., 2004). 
Qualitative research examines cases that arise in the natural flow of social life and 
thus present authentic interpretations that are sensitive to a specific social context 
(Nueman, 2008). The research is carried out through gaining an in-depth 
understanding of the underlying reasons and motivations as to why things happen 
(Malhotra, 2010, p. 139). The sample used for data collection in qualitative 
research is sometimes unrepresentative of all experiences and may be unstructured, 
however, the strength of qualitative research lies in its ability to develop rich 
sources of information (Aaker, Kumar, Day, Lawley, & Stewart, 2007; Kumar, 
Aaker, & Day, 2002). 
In comparison, quantitative research is underpinned by positivism and, therefore, 
views the role of the researcher as a detached observer (Nueman, 2008). 
Quantitative research is based on understanding the phenomenon by “isolating and 
examining the interrelationship among and between variables in a controlled 
setting” (Taylor, 2000, p. 69). Thus, quantitative research focuses on precisely 
measuring variables and testing hypotheses that are linked to general causal 
explanations (Nueman, 2008). Whereas qualitative research approaches are 
considered data enhancers, but are not developed to be generalisable beyond the 
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research context, quantitative research approaches are considered as data 
condensers, enabling the research to see the big picture and are designed to be 
generalisable across research settings (Nueman, 2008; Ragin, 1997). Accordingly, 
quantitative research seeks to quantify data and generate the results from a sample 
to the population of study (Aaker et al., 2007). A comparison of the characteristics 
of qualitative and quantitative approaches is shown in Table 4.1. 
Table 4.1: Quantitative versus Qualitative Approaches 
Quantitative Approach Qualitative Approach 
Mostly measure objective facets Construct social reality, cultural 
meaning 
Focuses on variables Focuses on interactive processes, events 
Reliability is key Authenticity is key 
Value free Values are present and explicit 
Theory and data are separate Theory and data are fused 
Independent of context Situationally constrained 
Many cases, subjects Few cases, subjects 
Statistical analysis Thematic Analysis 
Researcher is detached Researcher is involved  
Source: Nueman, 2008, p. 13. 
 
Quantitative research is considered appropriate when studying complex 
relationships between several variables (Lincoln & Kalleberg, 1990; Malhotra, 
2010; Nueman, 2008). The proposed model to be tested in this thesis includes an 
examination of the complex relationships between the variables under study (see 
Figure 3.1). A quantitative technique is applied, therefore, within this thesis which 
is more appropriate to test the complex relationships. To further support this 
approach, the literature presented in Chapter Two has identified a number of 
studies that empirically investigated aspects of IM activities and FLEs’ perception 
of IMO (e.g., Awwad & Agti, 2011; Gounaris, 2008a, 2008b; Tortosa et al., 2009, 
2010; Lings & Greenley, 2005; Kaur et al., 2009). Thus, this thesis follows a 
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positivism paradigm and employs quantitative/statistical procedures (Creswell, 
2003) to test the model and subsequently examine the hypotheses generated from 
the theory. Having selected the appropriate research methodology (i.e., a 
quantitative research approach) for this study, a systematic approach to the 
research design is discussed in the next section. 
 
4.3 Research Design 
The research design is the detailed blueprint used to guide a research study (or 
thesis) toward its objective (Kumar et al., 2002). The research design is based on 
how the research problem has been defined (Aaker et al., 2007), which, for this 
thesis, was explained in Chapter One. Chapter Three described the elements of the 
conceptual model which were developed from the literature and from which the 
hypotheses were generated. In order to address the hypotheses, this thesis has 
adopted the stages of research (i.e., research approaches and steps) outlined in 
Kumar et al. (2002). 
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Figure 4.1: Overview of Research Design Stages (adapted for this study from 
Kumar et al., 2002) 
 
 
Research design is defined as “the framework or plan of study, used as a guide to 
collect and analyse data” (Churchill & Iacobucci, 2005, p. 74). In addition, the 
research design phase incorporates the selection of a research strategy and the 
subsequent research tactics derived from the selected approach (Kumar et al., 
2002). Accordingly, this thesis uses the two steps of research design, as identified 
by Kumar et al. (2002), that is, research approach and research steps (i.e., tactics). 
Figure 4.1 outlines the stages of the research design. The sections that follow 
provide detailed discussion of the research approach and steps (i.e., tactics) 
adopted for the purpose of this study. 
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4.3.1 Research Approach 
As shown in Figure 4.1, research approaches can be classified into three general 
categories: exploratory, descriptive and causal research (Aaker et al., 2007; Kumar 
et al., 2002; Malhotra, 2010). These categories differ significantly in terms of the 
research purpose, the detail of the research questions, the precision of the 
hypotheses and the data collection method (Kumar et al., 2002, p. 73). Exploratory 
research is typically used where little information is known about the phenomenon 
(Kumar et al., 2002; Nueman, 2008, p. 72). Thus, information needed is loosely 
defined (Malhotra, 2010, p. 73). Exploratory research methods are highly flexible 
and unstructured (Kumar et al., 2002). Exploratory research frequently includes a 
qualitative method for gathering data, and importantly, is less linked to a theory or 
specific research question (Nueman, 2008). 
On the other hand, descriptive research presents a picture of the specific details of 
a situation, social setting or relationship at a given time, and the outcomes are 
usually conclusive in nature (Nueman, 2008; Malhotra, 2010). Descriptive research 
uses numbers or words to present a profile, or an outline of the steps to answer 
questions such as who, when, where and how (Nueman, 2008, p. 35). Descriptive 
researchers mostly use data gathering techniques such as surveys, field research, 
content analysis and observation (Nueman, 2008; Malhotra, 2010). In comparison, 
causal research builds on exploratory and descriptive research and goes on to 
investigate why events occur and the cause-and-effect relationships between them 
(Aaker et al., 2007; Nueman, 2008). Thus, in causal research there is a need to 
show that one variable causes or determines the values of other variables (Kumar 
et al., 2002). Causal research is often considered more powerful than exploratory 
or descriptive research, as the researcher has greater control over the situation 
(Malhotra, 2010). 
In the context of this thesis, descriptive research is employed in order to describe 
the relationship between the constructs of FLEs’ experience with IM programs and 
their perception of IMO (see Figure 3.1). The thesis also extends beyond 
descriptive research, by seeking to infer causality between FLEs’ experience of IM 
programs, perception of IMO and their outcomes, as identified in the conceptual 
 
 
100 
 
model (i.e., organisational identification, job satisfaction and customer-oriented 
behaviour). As a result, this thesis employs both descriptive and causal research 
approaches. The next step after identifying the research approach is to determine 
the appropriate data collection method (as identified in Figure 4.1), which is 
discussed in the next section. 
 
4.3.2 Choice of Data Collection Method 
The conceptual model and the proposed hypotheses identified in Chapter Three 
suggested that primary data are required to test the model and hypotheses. An 
experimental, qualitative or survey method can effectively be used to collect 
primary data (Malhotra, 2010). This thesis uses a survey approach because of its 
ability to collect quantitative data for statistical analysis (Kumar et al., 2002). 
Further, the literature has also suggested that surveys have other significant 
benefits (Aaker et al., 2007; Alreck & Settle, 1985; Kumar et al., 2002; Nueman, 
2008). First, surveys are appropriate for research questions about self-reported 
beliefs, perception or behaviours. As noted in the conceptual model (Figure 3.1), 
the foci of this study are the FLEs' experience of IM programs, perception of IMO 
and job outcomes. The survey method enables information on perception and 
attitudes to be collected (Nueman, 2008). Moreover, survey research is designed to 
deal more directly with the nature of peoples’ thoughts, opinions and feelings 
(Shaughnessy & Zechmeister, 1994) making it highly suitable for collecting the 
type of data required to test the theoretical model proposed in the present thesis. 
Second, surveys can be designed to capture a wide variety of information on 
diverse topics and subjects. Survey research has been a widely-used strategy 
developed within the positivist approach to science (Neuman, 2008). The use of 
surveys as a means of collecting data has also been widely used in the majority of 
past IM studies (e.g., Ahmed et al., 2003; Awwad & Agti, 2011; Kaur et al., 2009; 
Lings & Greenley, 2009, 2010; Sanchez-Hernandez & Miranda, 2011; Wieseke et 
al., 2009). Third, the usefulness of the survey methodology for quantitative 
hypotheses testing has been extensively considered in marketing research 
(Creswell, 2003; Polonsky & Waller, 2010). A survey method using questionnaires 
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for data collection provides a quantitative description of a sample of a population 
and enables the researcher to draw conclusions about generalising the findings to 
the wider population (Creswell, 2003). Finally, surveys are quick, comparatively 
inexpensive, efficient, and can be administered to a large sample for testing, 
including structural equation modelling (SEM) (Hair et al., 2006; Malhotra, 2010) 
which, in the context of this thesis, will be a sample of FLEs from the financial 
services industry. 
Survey methods also have some disadvantages, however. For example, in using a 
survey method, it is assumed that individuals possess the ability to accurately 
introspect (i.e., reflect) and report their own thoughts and feelings (Conner & 
Waterman, 1996). This may present some difficulties in the present research 
context as employees’ motives can be subconscious or implicit, and people may 
have difficulty expressing their reasons for involvement in particular activities 
(Pintrich, 2003). The survey method is also criticised for its reliance on self-
reported data (Spector, 1987, 1994) which may introduce the possibility of 
common method variance (CMV) error (MacKenzie, Podsakoff, & Fetter, 1993), 
although studies have recommended steps to deal with CMV issues, which have 
also been adopted within this thesis (see Section 4.4.5.7.2). Collecting data through 
surveys may raise questions about the validity of any conclusions drawn, which 
might include systematic response distortion (such as social responsibility bias, 
where the respondent has a tendency to respond positively regardless of the content 
of a questionnaire item). 
Hair, Bush, and Ortinau (2003) provided guidelines to avoid the problems 
associated with survey methods which include minimising response distortion by 
having both positively and negatively worded items, and designing the 
questionnaire so that it is easy for the respondents to understand. While reverse 
scored items (i.e., using reverse coding for negating negatively worded items) have 
been employed in previous studies, primarily to reduce systematic response 
distortion, their use has been shown to reduce the reliability and validity of 
questionnaire responses (Hinkin, 1995; Schriesheim & Hill, 1981). Reverse coding 
has also been identified as possibly introducing systematic error to a scale 
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(Jackson, Wall, Martin, & Davids, 1993). Therefore, the survey instrument used in 
this thesis will focus more on designing the survey questionnaire in a way that is 
easy for the respondents to understand and, thereby, minimising response bias (see 
Section 4.4.2 for details about the questionnaire design). Additionally, to increase 
validity (discussed in Section 4.4.1), previously-tested, reliable and valid scales 
were used to measure the underlying constructs. 
The discussion so far has outlined the merits and disadvantages of using the survey 
method as a means of data collection. However, the potential problems of using 
survey methods can be dealt with methodologically, thus overcoming the issues. 
For a positivist approach, based on the past literature (as discussed above) it can be 
concluded that the benefits of the survey method outweigh its disadvantages, 
thereby providing strong justification as to why this method is the most appropriate 
in the context of this thesis. The next section describes the type of survey method 
used. 
 
4.3.3 Self-Administered Survey 
This section discusses the type of survey method used for data collection, namely, 
a self-administered questionnaire. Survey methods are generally classified 
according to the mode of administration and nature of interaction (Aaker et al., 
2007; Malhotra, 2010). Survey methods are primarily classified as either 
interviewer or person administered, self-administered, or computer administered 
(Aaker et al., 2007; Hair et al., 2003), the strengths and weaknesses of which are 
shown in Table 4.2. In a person (or interviewer) administered survey, the 
interviewer reads the questions to the respondents and records the answers 
(Malhotra, 2010). Using person administered surveys are advantageous because of 
their ability to provide more feedback from the participant and allow the 
interviewer to build rapport with the respondents; however, they are prone to 
interviewer bias and limitations of being relatively slow and expensive to 
administer (Kumar et al., 2002; Malhotra, 2010). In addition, with a person 
administered survey, the respondents are not anonymous and, therefore, 
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respondents may be reluctant to provide certain types of information (Zikmund, 
2003). 
Self-administered (i.e., self-completion) surveys involve respondents undertaking 
the survey without the help or presence of a trained interviewer (Aaker et al., 
2007). Although self-administered surveys are often referred to as the ‘paper and 
pencil method’ because the respondents read and respond to the survey questions 
when and where it suits them (Burns & Bush, 2003), in recent times, they have 
evolved from the ‘paper and pencil’ method to completion of surveys online 
(McDaniel & Gates, 2005). Of the survey methods, the self-administered method is 
considered the most cost-effective (Malhotra, 2010). Further, this method is also 
not biased by any interviewer and is perceived to be more anonymous (Kumar et 
al., 2002; Nueman, 2008). Self-administered surveys also allow for large and rapid 
data collection (Kumar et al., 2002). 
In an online administered survey method the respondents complete the survey 
online using a computer (Burns & Bush, 2003). This method is similar to self-
administered surveys and is very cost-effective (Malhotra, 2010). It has been 
argued in the literature that online surveys have advantages which include greater 
global reach, more flexibility for respondents as they can complete the survey in 
their own convenient time, and a greater response rate (Aaker et al., 2007; 
Malhotra, 2010.). However, online surveys do pose some disadvantages such as 
problems of self-selection (identifying samples) and possible non-
representativeness of the population, as people need to have online access (Aaker, 
et al., 2007; Malhotra, 2010). Additionally, there is less opportunity to assist 
respondents if they need help (Malhotra, 2010). 
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Table 4.2: Strengths and Weaknesses of Survey Methods 
Survey Method Definition Strengths Weaknesses 
Person 
administered  
Interviewer reads 
questions to 
respondents and 
records answers  
Flexible and can 
create rapport 
Good response rate 
Adaptability 
Quality Control 
Slow  
Expensive to 
administer 
Interviewer bias 
Respondents 
reaction to 
interviewer 
Self-Administered Respondents read 
and complete the 
survey without 
the presence of a 
trained 
interviewer 
Reduced Cost 
Eliminates 
interviewer bias 
Accommodates 
large samples 
Rapid data 
collection 
Perceived as more 
anonymous 
Ease of presenting 
questions  
Non response 
No person present 
to clarify any 
questions or issues 
Questions answered 
erroneously  
Online 
administered (i.e., 
internet surveys) 
Respondents 
complete survey 
online  
High response 
Rate 
Completion speed 
Less expensive 
Global reach 
Real-time data 
capture 
 
Set-up time and 
cost reduce novelty 
Unrepresentative of 
population 
Lack of 
interpersonal 
contact 
Shorter attention 
span 
Confidentiality  
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Sources: Kumar et al. (2002), Aaker et al. (2007), Malhotra (2010), Nueman 
(2008) and Zikmund (2003). 
Self-administered surveys are considered to be the appropriate data collection 
method for this thesis. Although it is acknowledged that there is a chance of 
inaccurate answers in a self-administered questionnaire, however, this technique 
has a number of advantages (as described in Table 4.2) which are strong factors 
supporting this approach for this thesis. Self-administered questionnaires are cost-
effective and reduce interviewer bias (Nueman, 2008). The population in this thesis 
includes a large number of respondents (i.e., frontline employees working for a 
large Bangladeshi insurance company), and, thus, self-administered questionnaires 
can be used to survey many participants quickly and economically compared with 
other methods, such as personal interviews (Nueman, 2008; Zikmund, 2003; 
Kumar et al., 2002). The participating organisation also indicated that some of the 
respondents might have limited access to the internet, thus a traditional ‘pen and 
paper’ based self-administered survey was preferred rather than an online self-
administered survey. 
Previous studies in the domain of IM have used self-administered surveys for 
investigating IMO and IM programs, as well as to examine the links between these 
constructs and employee outcomes (Lings et al., 2008; Kaur et al., 2009; Wieseke 
et al., 2009; Lam et al., 2010; Babakus et al., 2003). For example, Lings et al. 
(2008) administered a self-completion survey to FLEs working on a cross-sea ferry 
in Australia, to investigate their perception of IMO and job outcomes. In another 
instance, Wieseke et al. (2009) used a self-administered survey with US and 
German sales managers and frontline employees while investigating the role 
leadership on IM. Kaur et al. (2009) used self-administered surveys on managers 
and FLEs within a large Indian Bank to investigate their perception of IMO. Self-
administered mail surveys were used by Shiu and Yu (2010) while investigating 
Taiwanese non-life insurance sales agents’ perceptions of IM activities and its 
impact on employee outcomes, such as job satisfaction and organisational 
commitment. Babakus (2003) used self-administered surveys to collect data from 
FLEs working in the Turkish banking sector to investigate their views about 
managerial responsiveness and commitment to internal service quality, and 
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whether it affected FLSEs’ job outcomes. Lam et al. (2010) also collected data 
using self-administered surveys on frontline sales agents and sales managers of a 
US-based Fortune 500 Company operating in the cleaning and sanitising industry 
to investigate the diffusion of market-oriented behaviours within the organisation. 
Thus, it appears that self-administered surveys are widely applied within the IM 
research domain. 
As identified in Chapter One and Chapter Three, the focus of this thesis is to 
investigate frontline employees’ (FLEs) experience of IM programs, their 
perception of IMO and impact of these perceptions on FLEs’ work-related 
outcomes. Thus, the individual FLE is the unit of analysis and managers of the 
FLEs are not included in the research frame. FLEs, for the purpose of this thesis, 
are defined as “those employees who are in direct contact with external 
customers”. Accordingly, after obtaining approval from a large Bangladeshi 
insurance company (see Section 4.4.4 for ethics clearance and approval stages), the 
self-administered surveys were distributed through the organisation to all of the 
firm’s FLEs (i.e., insurance salespeople). The survey was distributed to potential 
participants at their monthly sales meetings, which took place in the company’s 
nine regional head offices. During these meetings the FLEs’ were provided with 
the participant information letter, explaining the survey and that their participation 
was completely voluntary. They were also given a copy of the self-administered 
survey questionnaire. Each respondent agreeing to participate in the study returned 
their completed survey in a sealed envelope to ensure respondents were provided 
with the confidence and assurance that their participation in the survey was kept 
completely anonymous (see Section 4.4.2 and Section 4.4.4 for details). 
 
4.4 Research Steps 
The next four sub-sections discuss the research steps (i.e., research tactics used) 
(refer Figure 4.1) used for this study. This includes developing the measures, 
questionnaire design, sampling plan (including research context and setting), 
ethical considerations and empirical methods to be used for analysis. 
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4.4.1 Developing Measures of Interest 
This section explains the process used to select items for measuring the constructs 
identified in the literature as being important to testing the proposed conceptual 
model. As was identified in Section 3.3.1, and based on the literature (Chapter 
Two), FLEs’ experiences with a set of IM programs are treated as a first-order 
latent construct comprised of three underlying dimensions, namely, FLE 
empowerment, participative decision-making and formalisation of communication. 
Furthermore, Section 3.4.1 discussed FLE’s perception of IMO which was based 
on the past literature (see Chapter Two), and is also treated as a first-order latent 
reflective construct comprised of three underlying dimensions, internal information 
generation, internal information dissemination and internal responsiveness. As 
identified in the literature (Section 3.5), the FLE outcome constructs examined - 
OI, JS and COB - are treated as individual reflective latent constructs within the 
conceptual model. To identify the appropriate items for measuring these 
constructs, the thesis draws on measures and associated items that have been used 
previously in research into IM to measure FLEs’ experience of IM programs and 
perception of IMO, which are most representative at the FLE level for capturing 
their experiences and perception in regard to IM. 
Churchill (1979) recommended that “the researcher probably would want to 
include items with slightly different shades of meaning because the original list 
will be refined to produce the final measure” (p. 68). In a similar view, this thesis 
includes items that measure the content of each construct in this research, and 
determines the extent to which they represent definitions and dimensions, as used 
in the conceptual model (Figure 3.1). 
To enhance reliability, all constructs and scales used have been adopted from 
previous studies which reported valid and reliable measures of corresponding 
constructs. Validity and reliability of scales is important and is assessed for these 
variables in each stage of the research process undertaken within this thesis 
(Section 5.6) to ensure that adapted scales are still reliable and valid in this context. 
A review of the literature identified 47 items appropriate for measuring the 
constructs within the model (see Table 4.3 for a summary). Justification for the 
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selection of these constructs and relevant items is discussed in Sections 4.4.1.1, 
4.4.1.2 and 4.4.1.3. 
 
Table 4.3: Number of Items Used 
Constructs No. of Items Dimension Source 
IM programs 14   
Empowerment 4 Uni-Dimensional Gounaris (2008a ) 
Participative decision-
making 
4 Uni-Dimensional Oliver & Anderson 
(1994) 
Communication 
formality 
6 Uni-Dimensional Gounaris (2008a) 
IMO 16   
Internal information 
generation 
7 Uni-Dimensional Tortosa et al. (2009) 
Internal information 
dissemination 
4 Uni-Dimensional Tortosa et al. (2009) 
Internal 
responsiveness 
5 Uni-Dimensional Tortosa et al. (2009) 
Employee Outcomes 17   
Organisational 
identification 
6 Uni-Dimensional Mael & Ashforth 
(1992) 
Job satisfaction 5 Uni-Dimensional Hartline & Ferrell 
(1996) 
Customer-oriented 
behaviour 
6 Uni-Dimensional Peccei & Rosenthal 
(1997) 
 
 
4.4.1.1 Measuring FLEs’ Experience of IM Programs 
This section describes the scale items that have been used in this thesis to measure 
the three key indicator sub-dimensions of FLE experience of IM programs, 
employee empowerment, participative decision-making and communication 
formality. IM programs are defined in this thesis as FLEs’ overall experience with 
the set of the human resource focused programs, which when implemented 
together, should improve FLEs’ views of IMO, which should then lead to positive 
FLE outcomes (see Section 3.3 for the discussion). 
The first sub-dimension of FLEs’ experience of IM programs is identified as 
employee empowerment, which, in the context of this thesis, has been defined as 
the degree to which management gives employees (i.e., FLEs) the discretion to 
make decisions about routine job-related activities. Table 4.4 provides a summary 
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of the scales used to measure employee empowerment in the past IM-based 
literature, including assessment of scale properties. 
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Table 4.4: Previous Measures of Employee Empowerment 
Defined in this study as: The degree to which management gives employees the discretion 
to make decisions about routine job-related activities. 
 
Study 
Measure 
Used 
Dimensions/Aspect 
Measured 
Scale 
Properties 
Hayes, B. (1994). How to 
measure empowerment. 
Quality Progress, 27 (2), 
41-46. 
Developed for their 
study 
Employee 
empowerment 
8 items 
Cronbach’s 
α = 0.85 
Hartline, M & Ferrell, O. 
(1996). The management 
of customer-contact 
service employees: an 
empirical investigation. 
Journal of Marketing, 
60(4), 52-70. 
Stogdill (1963) 
(Manual for the 
Leader Behaviour 
Description 
Questionnaire-Form 
XII, Ohio State 
University, Bureau of 
Business Research, 
Ohio) 
Manager’s 
encouragement 
initiatives.  
Employee freedom. 
Trusting employee 
judgement. 
8 items 
Cronbach’s 
α = 0.71 
Babakus, E, Yavas, U, 
Karatepe, O & Avci, T. 
(2003). The effect of 
management commitment 
to service quality on 
employees’ affective and 
performance outcomes. 
Journal of the Academy of 
Marketing Science, 31(3), 
272-286. 
Hayes (1994) Employee 
empowerment 
5 items 
Cronbach’s 
α = 0.81 
Gounaris, S. (2008a). 
Antecedents of internal 
marketing practice: some 
preliminary empirical 
evidence. International 
Journal of Service 
Industry Management, 19 
(3), 400-434. 
Hartline & Ferrell 
(1996) 
Supervisors 
empowerment 
initiatives as 
perceived by FLEs 
4 items 
Cronbach’s 
α = 0.90 
Gounaris, S. (2008b). The 
notion of internal market 
orientation and employee 
job satisfaction: some 
preliminary evidence. 
Journal of Services 
Marketing, 22(1), 68-90. 
Hartline & Ferrell 
(1996) 
Supervisors 
empowerment 
initiatives as 
perceived by FLEs 
4 items 
Cronbach’s 
α over 0.70 
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Hayes (1994) developed an eight-item employee empowerment questionnaire that 
measured the extent of empowerment within organisations. These items were then 
adopted by Babakus et al. (2003) when they measured the degree of empowerment 
among bank employees. Hartline and Ferrell (1996) took an alternative approach 
drawing on items from Stogdill’s (1963) leader behaviour description 
questionnaire, which used an eight-item, uni-dimensional empowerment scale. 
Gounaris (2008a; 2008b) adapted Hartline and Ferrell’s scale items, rewording the 
items which captured the perception of the empowerment among frontline hotel 
employees. 
The information in Table 4.4 indicates that employee empowerment has generally 
been treated as a uni-dimensional construct. Cronbach’s alpha (α) has been 
reported to exhibit satisfactory internal reliability (i.e., Cronbach’s α over 0.7). 
Within this thesis, Gounaris’s (2008a) four-item empowerment scale was deemed 
appropriate and relevant with the definition of empowerment, as used in this study. 
This was selected because the measure is: (i) a uni-dimensional scale (see Section 
4.4.5.4 for discussion on uni-dimensionality); (ii) has reported acceptable 
reliability across past IM studies (Cronbach’s α = 0.90); and (iii) more importantly, 
was expressly developed to measure the extent of perceived empowerment among 
frontline employees. The items are ‘My supervisor allows me to use my own 
judgement in solving problems’, ‘My supervisor encourages me to take initiatives’, 
‘My supervisor allows me a high degree of initiative’ and ‘My supervisor trusts me 
to exercise good judgement’. The wording of these four has been slightly modified 
to enhance their relevance to the specific context in this thesis. Table 4.5 provides 
the original and modified items. 
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Table 4.5: Empowerment Scale Items 
 
Original Scale Items Modified Items Sources 
Empowerment   
My supervisor allows me to use my 
own judgement in solving 
problems 
Management allows me to use my 
own judgement in solving 
problems 
 
Gounaris, 
2008a 
My supervisor encourages me to 
take initiatives 
Management encourages me to 
take initiatives 
 
Gounaris, 
2008a 
My supervisor allows me a high 
degree of initiative 
Management allows me a high 
degree of initiative 
 
Gounaris, 
2008a 
My supervisor trusts me to 
exercise good judgement 
Management trusts me to exercise 
good judgement 
 
Gounaris, 
2008a 
 
Employee participation in decision-making was identified as another key 
assessment of employees’ experience of IM programs. As identified in Section 2.8, 
this has been defined as a process by which influence is shared among individual 
employees within the organisation. Although employee participation has been 
measured in various management contexts (Wagner, 1994), it has been identified 
that this construct was only used in three published IM studies. These measures are 
listed in Table 4.6. 
 
 
 
 
 
 
 
 
 
 
 
113 
 
Table 4.6: Previous Measures of Employee Participation Decision-making 
Defined in this study as: The process by which influence is shared among individual 
employees within the organisation. 
 
Study 
Measure 
Used 
Dimensions/Aspects 
Measured 
Scale 
Properties 
Oliver, R., & Anderson, E. 
(1994). An empirical test of the 
consequences of behaviour-and 
outcome-based sales control 
systems. Journal of Marketing, 
53-67. 
Developed 
for their 
study 
Employee participatory 
decision-making 
4 items 
Cronbach’s 
α = 0.75 
Gounaris, S. (2008a). 
Antecedents of internal marketing 
practice: some preliminary 
empirical evidence. International 
Journal of Service Industry 
Management, 19(3), 400-434. 
Oliver & 
Anderson 
(1994) 
Employee participatory 
decision-making 
4 items 
Cronbach’s 
α = 0.96 
Gounaris, S. (2008b). The notion 
of internal market orientation and 
employee job satisfaction: some 
preliminary evidence. Journal of 
Services Marketing, 22(1), 68-90. 
Oliver & 
Anderson 
(1994) 
Employee participatory 
decision-making 
4 items 
Cronbach’s 
α over 0.70 
 
Oliver and Anderson (1994) developed a four-item uni-dimensional scale to 
measure the degree of salespeople’s participatory decision-making which exhibited 
acceptable reliability of the scale (α= 0.75). Two later studies by Gounaris (2008a, 
2008b) have used this measure to assess employee participatory decision-making 
in an IM context, while reporting acceptable reliability of the scale (i.e. Cronbach’s 
α over 0.70). The scale developed by Oliver and Anderson (1994) is, therefore, 
deemed appropriate for use in this thesis, because it has: (i) uni-dimensionality of 
the employee participatory decision-making scale; (ii) high reliability when used in 
an IM salesperson context; and (iii) reflects the definition of employee 
participation decision-making as used in IM and in this thesis. The items are 
‘Decisions are made at the top around here’ (reverse coded), ‘Salespeople and 
management tend to hammer out issues together in this company’, ‘My boss 
actively seeks my ideas all the time’, and ‘Management makes decisions without 
much regard for what salespeople think’ (reverse coded). While reverse scored 
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items have been employed in previous studies primarily to reduce response pattern 
bias (Idaszak & Drasgow, 1987), their use has been shown to reduce the reliability 
and validity of questionnaire responses (Hinkin, 1995; Schriesheim & Hill, 1981). 
Further, it has also been argued that reverse scaling possibly introduces systematic 
error to a scale (Jackson et al., 1993). Therefore, the two negatively coded items 
used in Oliver and Anderson’s scale (as shown in Table 4.7) were reversed so they 
were all phrased in the same direction, which should enhance the reliability of the 
scale and also enhance clarity for respondents (Hinkin, 1995). The item’s phrasing 
was also slightly modified to be more appropriate to the definition of employee 
participation in decision-making used for this thesis. Table 4.7 shows the original 
and modified items. 
 
Table 4.7: Participation in Decision-making Scale Items 
 
Original Scale Items Modified Items Source 
Participative Decision-making   
Decisions are made at the top 
around here (reverse coded) 
Decisions are made at the 
frontline level here 
 
Oliver & 
Anderson (1994) 
Salespeople and management 
tend to hammer out issues 
together in this company 
Salespeople and management 
tend to hammer out issues 
together in this company 
 
Oliver & 
Anderson (1994) 
My boss actively seeks my ideas 
all the time 
Management actively seeks my 
ideas all the time 
 
Oliver & 
Anderson (1994) 
Management makes decisions 
without much regard for what 
salespeople think (reverse 
coded) 
Management makes decisions 
with regard for what frontline 
employees think 
Oliver & 
Anderson (1994) 
 
The final component for measuring FLEs experience of IM programs relates to 
communication formality, which is defined in this thesis (Section 3.3) as the mode 
of communication and, particularly, the degree of formalisation pertaining to the 
communication style between FLEs and management. Communication has been 
frequently measured as a multi-dimensional construct in previous marketing 
management literature (Conduit & Mavondo, 2001; Mohr, Fisher, & Nevin, 1996; 
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Morgan & Hunt, 1994; Parasuraman et al., 1988), with only three IM studies 
having measured the employee communication formality. Table 4.8 provides a 
summary of previous measures of communication formality relevant to IM.  
 
Table 4.8: Previous Measures of Communication Formalisation 
Defined in this study as: the mode of communication and, particularly, the degree of 
formalisation pertaining to the communication style between frontline service employees 
and management 
 
Study 
Measure 
Used 
Dimensions/Aspects 
Measured 
Scale 
Properties 
Johlke, M. C., & Duhan, D. F. 
(2001). Testing Competing Models 
of Sales Force Communication. 
Journal of Personal Selling & Sales 
Management, 21(4), 265-277.  
 
Developed 
for their 
study 
Frequency 
 
 
 
Mode 
 
 
 
Direction 
 
 
 
Content 
2 items 
Cronbach’s 
α = 0.75 
 
3 items 
Cronbach’s 
α= 0.85 
 
3 items 
Cronbach’s 
α= 0.73 
 
2 items 
Cronbach’s 
α= 0.83 
 
Gounaris, S. (2008a). Antecedents 
of internal marketing practice: 
Some preliminary empirical 
evidence. International Journal of 
Service Industry Management, 
19(3), 400-434.  
 
Johlke & 
Duhan 
(2001) 
Communication 
mode 
6 items 
Cronbach’s 
α = 0.82 
Gounaris, S. (2008b). The notion of 
internal market orientation and 
employee job satisfaction: Some 
preliminary evidence. Journal of 
Services Marketing, 22(1), 68-90. 
Johlke & 
Duhan 
(2001) 
Communication 
mode 
6 items 
Cronbach’s 
α over 0.70 
 
Table 4.8 shows that Johlke and Duhan (2001) initially developed a multi-
dimensional approach to evaluate communication, based on dimensions such as 
frequency, direction and formality of communication. Gounaris (2008a, 2008b) 
adapted six items from Johlke and Duhan (2001) to focus on measuring 
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communication formalisation among frontline employees within an IM context, 
both of which exhibited acceptable reliability above Cronbach’s α = 0.70 (Hair et 
al., 2003; Nunnally & Bernstein, 1978). Within this thesis the measure of 
communication formality uses Gounaris’s (2008a) measure to assess 
communication formality. The reason for selecting this measure is that: (i) the 
scale represented a uni-dimensional measure exhibiting acceptable reliability; and 
(ii) it is consistent with the definition of communication formality as used in this 
thesis. Two of the original statements within the scale were modified to avoid the 
use of reverse coding (Hinkin, 1995). Wording of items was also slightly adjusted 
to apply to this study’s context (see Table 4.9).  
Table 4.9: Communication Formalisation Scale Items 
 
Original Scale Items Modified Items Sources 
 
Communication Formality 
  
Usually, my contact with my 
company involves doing things 
“by the book”. 
Usually, my contact with my 
company involves doing things 
“by the book”. 
 
Gounaris (2008a) 
If a rule does not cover some 
situation. We make up informal 
rules for doing things as we go 
along (reverse coded). 
If a rule does not cover some 
situation. We avoid making up 
informal rules for doing things as 
we go along. 
 
Gounaris (2008a) 
There are many things in my 
company that are not covered by 
some formal procedure for doing 
it. 
Most things in this company are 
covered by some formal 
procedure for doing it. 
 
Gounaris (2008a) 
Contact with management and 
my supervisors is on a formal, 
pre-planned basis. 
Contact with management is on a 
formal, pre-planned basis. 
 
Gounaris (2008a) 
I ignore the rules and reach 
informal agreements to handle 
some situations. (reverse coded) 
I don’t reach informal 
agreements ignoring rules of our 
company to handle some 
situations. 
 
Gounaris (2008a) 
When rules and procedures exist 
in my company, they are usually 
in written format. 
When rules and procedures exist 
in my company, they are usually 
in written format. 
Gounaris (2008a) 
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4.4.1.2 Measuring FLEs’ Perception of IMO 
FLEs’ perception of IMO is considered one of the central constructs of the 
conceptual model (see Figure 3.1). Perception of IMO was described in Section 2.5 
as how FLEs perceive the process of identifying and satisfying the wants and needs 
of employees in the internal marketplace through the generation of internal 
information, communication of internal information and internal responsiveness 
(Lings, 2004, p. 408). The discussion of the scale item used for measuring three 
underlying sub-dimensions of FLEs’ perception of IMO follows below.  
Internal information generation was examined as one of the key sub-dimensions of 
FLE perception of IMO. Within this thesis, internal information generation is 
defined as how FLEs perceive the identification and generation of information by 
management regarding the benefits employees seek from their jobs and what they 
are ready to exchange for getting these (see Section 3.4). Table 4.10 provides a 
summary of the previous scales that are used to measure internal information 
generation within the IM context. 
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Table 4.10: Previous Measures of Internal Information Generation 
Defined in this study as: how FLEs perceive the process that involves the 
identification and generation of information by management regarding the benefits 
employees seek from their jobs and what they are ready to exchange for getting 
these. 
 
Study 
Measure 
Used 
Dimensions/Aspect 
Measured 
Scale 
Properties 
Lings, I.N., & 
Greenley, G. E. 
(2005). Measuring 
internal market 
orientation. Journal of 
Service Research, 7(3), 
290-305.  
 
Developed 
for their 
study 
Face-to-face 
information 
generation 
Written information 
generation 
Informal 
information 
generation 
(manager’s 
perspective) 
3 items 
Cronbach’s α = 
0.82 
 
3 items 
Cronbach’s α = 
0.83 
 
4 items 
Cronbach’s α = 
0.81 
Gounaris, S. (2006). 
Internal-market 
orientation and its 
measurement. Journal 
of Business Research, 
59(4), 432-448.  
Developed 
for their 
study 
Exchange of value 
identification 
Labour market 
awareness 
10 items  
Cronbach’s α = 
0.82 
 
Gounaris, S. (2008a). 
Antecedents of internal 
marketing practice: 
Some preliminary 
empirical evidence. 
International Journal 
of Service Industry 
Management, 19(3), 
400-434.  
Gounaris 
(2006) 
Exchange of value 
identification 
Labour market 
awareness 
10 items  
Cronbach’s α = 
0.81 
Gounaris, S. (2008b). 
The notion of internal 
market orientation and 
employee job 
satisfaction: Some 
preliminary evidence. 
Journal of Services 
Marketing, 22(1), 68-
90.  
Gounaris 
(2006) 
Exchange of value 
identification 
Labour Market 
Awareness 
10 items 
Cronbach’s α not 
reported 
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Lings, I.N., Beatson, 
A., & Gudergan, S. 
(2008). The impact of 
implicit and explicit 
communications on 
frontline service 
delivery staff. Service 
Industries Journal, 
28(10), 1431-1443.  
 
Lings & 
Greenley 
(2005)  
Face-to-face 
information 
generation 
Written information 
generation 
Informal 
information 
generation 
10 items 
(Note: Scores for 
each of the five 
dimensions of IMO 
were calculated by 
averaging the 
scores for the items 
associated with 
each dimension 
and then IMO was 
modelled as a 
higher-order 
construct. 
Cronbach’s α = 
0.91 of the higher-
order IMO) 
Lings, I.N., & 
Greenley, G. (2009). 
The impact of internal 
and external market 
orientations on firm 
performance. Journal 
of Strategic Marketing, 
17(1), 41-53. 
Lings & 
Greenley 
(2005) 
Face-to-face 
information 
generation 
Written information 
generation 
Informal 
information 
generation 
10 items 
(Note: Scores for 
each of the five 
dimensions of IMO 
were calculated by 
averaging the 
scores for the items 
associated with 
each dimension 
and then IMO was 
modelled as a 
higher-order 
construct. 
Cronbach’s α = 
0.79 of the higher-
order IMO 
construct) 
Tortosa, V., Moliner, 
M. A., & Sanchez, J. 
(2009). Internal market 
orientation and its 
influence on 
organisational 
performance. 
European Journal of 
Marketing, 43(11/12), 
1435-1456.  
Lings & 
Greenley 
(2005) 
Informal 
 
Formal 
(as perceived by 
bank tellers) 
4 items 
Cronbach’s α = 
0.92 
 
3items 
Cronbach’s α = 
0.96 
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Lings, I.N., & 
Greenley, G. (2010). 
Internal market 
orientation and market 
oriented behaviours. 
Journal of Service 
Management, 21(3), 
321-343.  
 
Lings & 
Greenley 
(2005) 
Face-to-face 
information 
generation 
 
Written information 
generation 
 
Informal 
information 
generation 
(at managerial 
level) 
3 items 
Not reported 
 
 
3 items 
Not reported 
 
4 items  
Not reported 
(Note: the scale 
items were 
reported as having 
acceptable 
reliabilities) 
Gounaris, S., 
Aikaterini, V., & 
Kalliopi, C. C. (2010). 
Internal market 
orientation: A 
misconceived aspect of 
marketing theory. 
European Journal of 
Marketing, 44(11), 
1667-1699.  
Gounaris 
(2006) 
Exchange of value 
identification 
 
Labour market 
awareness 
5 items  
Cronbach’s α = 
0.88 
 
4 items 
Cronbach’s α = 
0.80 
Rodrigues, A. P., & 
Pinho, J.C.M.R. 
(2010). Market 
orientation, job 
satisfaction, 
commitment and 
organisational 
performance: The 
specific case of local 
public sector. 
Transforming 
Government: People, 
Process and Policy, 
4(2), 172-192.  
Lings & 
Greenley 
(2005) 
Internal information 
generation 
(uni-dimensional) 
 
7 items 
Cronbach’s α = 
0.80 
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Sanchez-Hernandez, 
M. I., & Miranda, F. J. 
(2011). Linking 
internal market 
orientation and new 
service performance. 
European Journal of 
Innovation 
Management, 14(2), 
207-226.  
Items 
borrowed 
and adapted 
from Lings 
& Greenley 
(2005) and 
Gounaris 
(2006) 
Internal information 
generation 
(uni-dimensional) 
 
Number of items 
used not reported 
Note: In regard to 
internal 
consistency, 
composite 
reliability (CR) 
value of the higher-
order IMO was 
only reported, i.e., 
CR = 0.88 
 
 
Lings and Greenley (2005) were the pioneers in developing a multi-dimensional 
approach to assessing internal information generation at the organisational level, 
using three dimensions - informal, formal face-to-face, and formal written. The 
authors developed a 10-item multi-dimensional scale to measure internal 
information generation reporting acceptable reliability (i.e., Cronbach’s α over 
0.7). Gounaris (2006) developed an alternative multi-dimensional scale to measure 
internal information generation based on two dimensions (i.e., internal exchanges 
of value and awareness of labour market), with acceptability reliability of internal 
information generation construct. He also used multi-dimensional scale items in his 
later works to measure the internal information generation component of IMO 
(Gounaris, 2008a, 2008b; Gounaris et al., 2010). However, as shown in Table 4.10, 
authors have more frequently applied adapted versions of Lings and Greenley’s 
(2005) multi-dimensional scale to measure the internal information generation 
component of IMO. This includes Lings et al. (2008), Lings et al. (2009), Lings 
and Greenley (2010), and Rodrigues and Pinho (2010). Tortosa et al. (2009) also 
used Lings and Greenley’s (2005) measure of internal information generation, 
although they focused on employees’ assessment of this rather than the managerial 
level. More recently, Sanchez-Hernandez and Miranda (2011) integrated items 
from both Gounaris (2006) and Lings and Greenley (2005).  
 
Given that this thesis measures internal information generation as perceived by 
FLEs, it uses Tortosa et al.’s (2009) seven-item measure of internal information 
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generation which was aimed at measuring FLEs’ perspective. The items are ‘In this 
office, they try to find out what employees want’, ‘In this office, when an employee 
is not acting normally, the managers try to find out if they have a problem’, ‘In this 
office they try to find out the employees’ true feelings about their work’, ‘In this 
office, the managers often talk to the employees to ask about aspects of their work’, 
‘In this office there are regular meetings between managers and employees to 
discuss matters that the employees wish to address’, ‘In this office, the managers 
meet with employees at least once a year to discuss the employees’ future 
expectations regarding their work’, and, ‘In this office, the managers meet with the 
employees to try to find out everything that makes them feel satisfied with their 
work’. The wording of the items has been modified slightly making it more 
focused on the context of an insurance company (see Table 4.11). For instance, the 
item, ‘In this office, they try to find out what employees want’, was modified to, ‘In 
our company, management try to find out what employees want’, and in another 
instance, the item, ‘In this office, the managers meet with the employees to try to 
find out everything that makes them feel satisfied with their work’, to, ‘In our 
company, management meet with employees to discuss the employees’ future 
expectations regarding their work’. Table 4.11 provides the original and modified 
items.  
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Table 4.11: Internal Information Generation Scale Items 
Original Scale Items Modified Items Sources 
Internal Information Generation 
In this office, they try to find out 
what employees want. 
 
In our company, management try 
to find out what employees want. 
Tortosa et al. 
(2009) 
In this office, when an employee 
is not acting normally, the 
managers try to find out if they 
have a problem. 
In our company, when an 
employee is not acting normally, 
management tries to find out if 
they have a problem. 
Tortosa et al. 
(2009) 
In this office, they try to find out 
the employees’ true feelings 
about their work. 
 
In our company, management try 
to find out the employees’ true 
feelings about their work. 
Tortosa et al. 
(2009) 
In this office, the managers often 
talk to the employees to ask 
about aspects of their work. 
 
In our company, management 
often talk to the employees to ask 
about aspects of their work. 
Tortosa et al. 
(2009) 
In this office, there are regular 
meetings between managers and 
employees to discuss matters that 
the employees wish to address. 
In our company, there are 
regular meetings between 
managers and employees to 
discuss matters that the 
employees wish to address. 
Tortosa et al. 
(2009) 
In this office, the managers meet 
with employees at least once a 
year to discuss the employees’ 
future expectations regarding 
their work. 
In our company, management 
meet with employees to discuss 
the employees’ future 
expectations regarding their 
work. 
Tortosa et al. 
(2009) 
In this office, the managers meet 
with the employees to try to find 
out everything that makes them 
feel satisfied with their work. 
In our company, management 
meet with the employees to try to 
find out everything that makes 
them feel satisfied with their 
work. 
Tortosa et al. 
(2009) 
 
 
Internal communication is the second underlying dimension of IMO which has 
been defined in Section 3.4., as to how FLEs perceive the process through which 
management communicates to its internal market based on the information 
generated. Table 4.12 provides a summary of the previous measures of internal 
communication (i.e., internal dissemination of information).  
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Table 4.12: Previous Measures of Internal Communication 
Defined in this study as: how FLEs perceive the process through which management 
communicates to its internal market based on the information generated  
 
Study 
Measure 
Used 
Dimensions/Aspect 
Measured 
Scale Properties 
Lings, I.N., & Greenley, 
G. E. (2005). Measuring 
internal market 
orientation. Journal of 
Service Research, 7(3), 
290-305. 
Developed 
for the study 
Internal 
communication 
(managers’ 
perspective) 
3 items 
Cronbach’s α = 0.75 
 
Gounaris, S. (2006). 
Internal market 
orientation and its 
measurement. Journal of 
Business Research, 59 
(4), 432-448. 
Developed 
for the study 
Communication 
among managers and 
employees 
Communication 
between managers 
 
9 items  
Cronbach’s α = 0.78 
Gounaris, S. (2008a). 
Antecedents of internal 
marketing practice: Some 
preliminary empirical 
evidence. International 
Journal of Service 
Industry Management, 
19(3), 400-434. 
Gounaris 
(2006) 
Communication 
among managers and 
employees 
 
Communication 
between managers 
5 items 
Cronbach’s α = 0.91 
 
5 items 
Cronbach’s α = 0.86 
Gounaris, S. (2008b). 
The notion of internal 
market orientation and 
employee job 
satisfaction: Some 
preliminary evidence. 
Journal of Services 
Marketing, 22(1), 68-90. 
Gounaris 
(2006) 
Communication 
among supervisors 
and employees 
Communication 
between supervisors 
 
10 items 
Cronbach’s α = 0.78 
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Lings, I.N., Beatson, A., 
& Gudergan, S. (2008). 
The impact of implicit 
and explicit 
communications on 
frontline service delivery 
staff. Service Industries 
Journal, 28(10), 1431-
1443. 
Lings & 
Greenley 
(2005)  
Internal 
communication 
(managers’ 
perspective) 
3 items 
(Note: Scores for each 
of the five dimensions 
of IMO were 
calculated by 
averaging the scores 
for the items 
associated with each 
dimension and then 
IMO was modelled as 
a higher-order 
construct. Cronbach’s 
α = 0.91 of the 
higher-order IMO) 
Lings, I.N., & Greenley, 
G. (2009). The impact of 
internal and external 
market orientations on 
firm performance. 
Journal of Strategic 
Marketing, 17(1), 41-53. 
Lings & 
Greenley 
(2005) 
Internal 
communication 
 
(managers’ 
perspective) 
3 items 
(Note: Scores for each 
of the five dimensions 
of IMO were 
calculated by 
averaging the scores 
for the items 
associated with each 
dimension and then 
IMO was modelled as 
a higher-order 
construct. Cronbach’s 
α = 0.79 of the 
higher-order IMO 
construct)  
Tortosa, V., Moliner, M. 
A., & Sanchez, J. (2009). 
Internal market 
orientation and its 
influence on 
organisational 
performance. European 
Journal of Marketing, 
43(11/12), 1435-1456. 
Lings & 
Greenley 
(2005) 
Internal 
communication  
(as perceived by 
bank tellers) 
4 items 
Cronbach’s α = 0.93 
Lings, I.N., & Greenley, 
G. (2010). Internal 
market orientation and 
market-oriented 
behaviours. Journal of 
Service Management, 
21(3), 321-343. 
Lings & 
Greenley 
(2005) 
Internal 
communication 
(managers’ 
perspective) 
3 items 
(Note: the scale items 
were only reported as 
having acceptable 
reliabilities) 
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Gounaris, S., Aikaterini, 
V., & Kalliopi, C. C. 
(2010). Internal-market 
orientation: A 
misconceived aspect of 
marketing theory. 
European Journal of 
Marketing, 44(11), 1667-
1699. 
Gounaris 
(2006) 
Communication with 
employees 
 
Communication 
between managers 
 
5 items  
Cronbach’s α = 0.70 
 
4 items 
Cronbach’s α = 0.90 
Rodrigues, A. P., & 
Pinho, J.C.M.R. (2010). 
Market orientation, job 
satisfaction, commitment 
and organisational 
performance: The 
specific case of local 
public sector. 
Transforming 
Government: People, 
Process and Policy, 4(2), 
172-192. 
Lings & 
Greenley 
(2005) 
Internal 
communication  
(managers’ 
perspective) 
3 items 
Cronbach’s α = 0.77 
Sanchez-Hernandez, M. 
I., & Miranda, F. J. 
(2011). Linking internal 
market orientation and 
new service performance. 
European Journal of 
Innovation Management, 
14(2), 207-226. 
Items 
borrowed and 
adapted from 
Lings & 
Greenley 
(2005), and 
Gounaris 
(2006) 
Internal information 
generation  
(uni-dimensional) 
 
(managers’ 
perspective) 
Number of items used 
not reported 
Note: In regard to 
internal consistency, 
composite reliability 
(CR) value of the 
higher-order IMO 
was only reported i.e., 
CR= 0.88 
 
 
Lings and Greenley (2005) developed a uni-dimensional measure using three items 
to assess internal dissemination of information, which had an acceptable reliability 
value (i.e., Cronbach’s α = 0.75). Gounaris (2006) developed an alternative multi-
dimensional measurement of the internal information generation component of 
IMO, which included communication between employees and managers and 
among managers. Gounaris’s (2006) multi-dimensional item measure was later 
used by Gounaris (2008a, 2008b) and Gounaris et al. (2010). Meanwhile, other 
studies investigating IMO used Lings and Greenley’s (2005) uni-dimensional 
conceptualisation to capture the internal information dissemination from the 
managers’ perspective, including Lings et al. (2008), Lings et al. (2009), Lings and 
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Greenley (2010), Rodrigues and Pinho (2010) and Tortosa et al. (2009), where all 
reported acceptable reliability. Sanchez-Hernandez and Miranda (2011) developed 
an integrated measure of internal information dissemination drawing on items from 
both Gounaris (2006) and Lings and Greenley (2005), which they found was also 
reliable (i.e., Cronbach’s α >0.7). 
 
This study relies on the four items used in Tortosa et al. (2009), as they: (i) 
reflected internal information dissemination as defined in this thesis, and (ii) are 
uni-dimensional (i.e., the items all converge to explain one underlying construct) 
and were already applied to an employee perspective of information dissemination. 
The items were slightly reworded to focus on frontline employees within an 
insurance company. Table 4.13 provides the original and the modified items for 
capturing the constructs.  
 
Table 4.13: Internal Communication Scale Items 
 
Original Scale Items Modified Items Source 
 
In this office, the managers 
normally meet with the 
employees to inform them of 
matters relating to the 
organisation (objectives, 
strategies etc.). 
 
In our company, management 
normally meet with the employees 
to inform them of matters relating 
to the organisation (objectives, 
strategies etc.). 
 
Tortosa et al. 
(2009) 
 
In this office, the managers 
normally inform their employees 
about aspects affecting their 
work environment. 
 
In our company, management 
normally inform their employees 
about aspects affecting their work 
environment. 
 
Tortosa et al. 
(2009) 
 
In this office, the managers 
inform all the employees. 
 
In our company, management 
informs all the employees. 
 
 
Tortosa et al. 
(2009) 
In this office, the managers 
inform the employees about work 
problems that they have verified 
earlier. 
The company’s management 
informs the employees about 
work problems that they have 
verified earlier. 
 
Tortosa et al. 
(2009) 
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The final component of FLEs’ perception of IMO is internal responsiveness which, 
in this thesis, has been how FLEs perceive the implementation of management’s 
response in accordance with the internal information generated and communicated 
(Section 3.4). Table 4.14 provides a summary of the scales used to measure 
internal responsiveness within the IM context, their construction and assessment of 
properties. 
 
Table 4.14: Previous Measures of Internal Responsiveness 
 
Defined in this study as: FLEs’ perception of the implementation of management’s 
response in accordance with the internal information generated and communicated 
 
Study 
Measure Used Dimensions/Asp
ect Measured 
Scale 
Properties 
Lings, I.N., & Greenley, 
G. E. (2005). Measuring 
internal market 
orientation. Journal of 
Service Research, 7(3), 
290-305. 
Developed for 
the study 
Managerial 
responsiveness 
(managers’ 
perspective) 
3 items 
Cronbach’s α = 0.78 
Gounaris, S. (2006). 
Internal-market 
orientation and its 
measurement. Journal 
of Business Research, 
59(4), 432-448. 
Developed for 
the study 
Segment internal 
market 
Target internal 
market segment 
Job description 
Remuneration 
system 
Management 
concern 
Training 
4 items 
 
 
4 items 
 
 
4 items 
 
5 items  
 
4 items 
 
 
4 items 
(Note: Cronbach’s α 
values of individual 
sub-dimensions were 
not reported. A higher-
order reflective Internal 
Responsiveness 
construct was formed 
using the 
aforementioned sub-
dimensions having 
Cronbrach’s α = 0.85) 
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Gounaris, S. (2008a). 
Antecedents of internal 
marketing practice: 
Some preliminary 
empirical evidence. 
International Journal of 
Service Industry 
Management, 19(3), 
400-434. 
Gounaris (2006) Segment internal 
market 
Target internal 
market segment 
Job description 
Remuneration 
system 
Management 
concern 
Training 
4 items 
 
 
4 items 
 
 
4 items 
 
5 items  
 
 
4 items 
 
4items 
(Note: Cronbach’s α 
values of individual 
sub-dimensions were 
not reported. A higher-
order reflective Internal 
Responsiveness 
construct was formed 
using the 
aforementioned sub-
dimensions having 
Cronbach’s α = 0.85) 
Gounaris, S. (2008b). 
The notion of internal 
market orientation and 
employee job 
satisfaction: some 
preliminary evidence. 
Journal of Services 
Marketing, 22(1), 68-
90.  
Gounaris (2006) Segment internal 
market 
 
Target internal 
market segment 
 
Job description 
 
Remuneration 
system 
 
Management 
concern 
 
Training 
4 items 
 
 
4 items 
 
 
4 items 
 
5 items  
 
 
4 items 
 
 
4 items 
(Note: Cronbach’s α 
values of individual 
sub-dimensions were 
not reported. A higher-
order reflective Internal 
Responsiveness 
construct was formed 
using the 
aforementioned sub-
dimensions having 
Cronbach’s α = 0.85) 
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Lings, I, Beatson, A & 
Gudergan, S. (2008). 
The impact of implicit 
and explicit 
communications on 
frontline service 
delivery staff. Service 
Industries Journal, 
28(10), 1431-1443. 
 
Lings & 
Greenley (2005) 
managerial 
responsiveness 
 
3 items 
 
(Note: Scores for each 
of the five dimensions 
of IMO were calculated 
by averaging the scores 
for the items associated 
with each dimension 
and then IMO was 
modelled as a higher-
order construct. 
Cronbach’s α = 0.91 of 
the higher-order IMO) 
Lings, I.N., & Greenley, 
G. (2009). The impact 
of internal and external 
market orientations on 
firm performance. 
Journal of Strategic 
Marketing, 17(1), 41-
53.  
Lings & 
Greenley (2005) 
Managerial 
responsiveness 
3 items 
(Note: Scores for each 
of the five dimensions 
of IMO were calculated 
by averaging the scores 
for the items associated 
with each dimension 
and then IMO was 
modelled as a higher-
order construct. 
Cronbach’s α = 0.79 of 
the higher-order IMO 
construct) 
Tortosa, V., Moliner, M. 
A., & Sanchez, J. 
(2009). Internal market 
orientation and its 
influence on 
organisational 
performance. European 
Journal of Marketing, 
43(11/12), 1435-1456. 
Lings & 
Greenley 
(2005) 
Internal 
managerial 
responsiveness 
(as perceived by 
bank tellers) 
5 items 
Cronbach’s α = 0.91 
Lings, I.N., & Greenley, 
G. (2010). Internal 
market orientation and 
market-oriented 
behaviours. Journal of 
Service Management, 
21(3), 321-343. 
Lings & 
Greenley (2005) 
Internal 
responsiveness 
 
(managers’ 
perspective) 
3 items 
 
(Note: the scale items 
were only reported as 
having acceptable 
reliabilities) 
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Gounaris, S., Aikaterini, 
V., & Kalliopi, C. C. 
(2010). Internal-market 
orientation: A 
misconceived aspect of 
marketing theory. 
European Journal of 
Marketing, 44(11), 
1667-1699. 
Gounaris (2006) Segment internal 
market 
 
Target internal 
market segment 
 
Job description 
 
 
Remuneration 
system 
 
Management 
 
 
Concern 
 
 
Training 
4 items  
Cronbach’s α = 0.93 
 
4 items 
Cronbach’s α = 0.79 
 
4 items 
(Cronbach’s α = 0.76) 
 
5 items  
(Cronbach’s α = 0.86) 
 
4 items 
(Cronbach’s α = 0.79) 
 
4 items 
(Cronbach’s α = 0.87) 
 
4items 
(Note: A higher-order 
reflective Internal 
Responsiveness 
construct was formed 
using the 
aforementioned sub-
dimensions) 
Rodrigues, A. P., & 
Pinho, J.C.M.R. (2010). 
Market orientation, job 
satisfaction, 
commitment and 
organisational 
performance: The 
specific case of local 
public sector. 
Transforming 
Government: People, 
Process and Policy, 
4(2), 172-192. 
Lings & 
Greenley (2005) 
Internal 
responsiveness  
(managers’ 
perspective) 
3 items 
Cronbach’s α = 0.77 
 
Sanchez-Hernandez, M. 
I., & Miranda, F. J. 
(2011). Linking internal 
market orientation and 
new service 
performance. European 
Journal of Innovation 
Management, 14(2), 
207-226. 
Items borrowed 
and adapted 
from Lings & 
Greenley (2005) 
and Gounaris 
(2006) 
Internal 
responsiveness 
(uni-
dimensional) 
 
(managers’ 
perspective) 
Number of items used 
not reported 
 
Note: In regard to 
internal consistency, 
composite reliability 
(CR) value of the 
higher-order IMO was 
only reported, i.e., CR = 
0.88 
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As identified in Table 4.14, Lings and Greenley (2005) developed a uni-
dimensional three-item scale to capture the internal responsiveness of IMO, which 
had acceptable internal consistency (i.e., Cronbach’s α = 0.78). Gounaris (2006) 
and Gounaris (2008a; 2008b) treated the internal responsiveness construct as 
multi-dimensional and developed sixteen items to measure the components he 
identified. However, out of the sixteen, only a limited number of items were 
designed to capture employees’ perception of internal managerial responsiveness, 
with other items designed to focus on measuring whether management was 
delivering responsive programs. Several other studies used Lings and Greenley’s 
(2005) measure, including Lings et al. (2008), Lings et al. (2009), Lings and 
Gordon (2010) and Rodrigues and Pinho (2010). Tortosa et al. (2009) also used 
Lings and Greenley (2005), but extended the three-item scale to a five-item scale 
which they suggested captured how FLE perceived the internal responsiveness 
process of IMO and also reported a high level of reliability (i.e., Cronbach’s α 
value of 0.91). Sanchez-Hernandez and Miranda (2011) borrowed and adapted 
items from both Gounaris (2006) and Lings and Greenley (2005), but proposed a 
uni-dimensional measure of internal responsiveness from the managers’ 
perspective. 
 
The five items used by Tortosa et al. (2009) are used in this study. These items 
were considered relevant because they reflected internal responsiveness 
dissemination and, also, uni-dimensionally captured this construct from the 
perspective of FLEs working in the financial services industry. Minor alterations to 
the wording in the items were needed to adapt the items to how FLEs perceive the 
IMO undertaken by the management of the company. Table 4.15 provides the 
original and modified items. 
 
 
 
 
 
 
133 
 
Table 4.15: Internal Responsiveness Scale Items 
 
Original Scale Items Modified Items Source 
 
Internal Responsiveness 
 
 
 
In this office, when the managers 
find out that their employees are 
not happy with their management 
they take the appropriate 
corrective measures. 
In our company, when 
management find out that their 
employees are not happy with 
their management they take the 
appropriate corrective measures. 
Tortosa et al. 
(2009) 
In this office, when the managers 
receive suggestions from the 
employees they make an effort to 
implement them. 
In our company, when 
management receive suggestions 
from the employees they make an 
effort to implement them. 
Tortosa et al. 
(2009) 
In this office, the managers 
change their behaviour when the 
employees communicate their 
dissatisfaction. 
In our company, management 
change their action when the 
employees communicate their 
dissatisfaction. 
Tortosa et al. 
(2009) 
After informing the employees, 
the managers act to improve 
working conditions. 
After informing the employees, 
management act to improve 
working conditions. 
Tortosa et al. 
(2009) 
The managers behave in 
accordance with what employees 
have been led to expect. 
Management engage in 
accordance with what employees 
have been led to expect. 
Tortosa et al. 
(2009) 
 
4.4.1.3 Measuring FLEs’ Outcomes 
The focus of IM is to motivate employee actions. The FLEs outcome variables, as 
identified in the developed conceptual model (Figure 3.1), include OI, JS and 
COB. This section describes the scales used to measure these constructs within the 
thesis. 
Building on Mael and Ashforth’s (1992) definition of organisational identification 
(OI), this thesis depicts this construct as employee perception of oneness with or 
belongingness to the organisation. Table 4.16 provides a summary of the previous 
measures of OI. 
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Table 4.16: Previous Measures of Organisational Identification 
 
Defined in this study as: perception of oneness with or belongingness to the organisation 
 
 
Study 
Measure 
Used 
Dimensions/Aspects 
Measured 
Scale 
Properties 
Brown, M. E. (1969). 
Identification and some 
conditions of 
organisational 
involvement. 
Administrative Science 
Quarterly, 14(3), 346-
355. 
Items were 
developed for 
their study  
Attraction to 
organisation 
 
Consistency 
of individual and 
organisational goals 
 
Loyalty 
 
The reference of self to 
organisational 
membership 
 
 
12 items 
Index 
Cronbach’s α 
= 0.61 
Cheney, G. (1983). On 
the various and changing 
meanings of 
organisational 
membership: A field 
study of organisational 
identification. 
Communications 
Monographs, 50(4), 342-
362. 
Own measure  
 
Feelings of solidarity 
 
Support of the 
organisation 
 
Perceptions of shared 
characteristics 
 
25 items 
Cronbach’s α 
= 0.95 
Efraty, D., & Wolfe, D. 
(1988). The effect of 
organisational 
identification on 
employee affective and 
performance responses. 
Journal of Business and 
Psychology, 3(1), 105-
112. 
Brown (1969) Attraction to 
organisation  
 
Consistency 
of individual and 
organisational goals 
 
Loyalty 
 
The reference of self to 
organisational 
membership 
 
 
12 items 
Index 
Cronbach’s α 
= 0.76 
Mael, F., & Ashforth, B. 
(1992). Alumni and their 
alma mater: A partial test 
of the reformulated model 
of organisational 
identification. Journal of 
Organizational 
Behaviour, 13(2), 103-
123.  
Developed for 
their study  
Employee perceived 
organisational 
identification 
6 items 
Cronbach’s α 
over 0.87 
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Miller, V., Allen, M., 
Casey, M., & Johnson, J. 
(2000). Reconsidering the 
organisational 
identification 
questionnaire. 
Management 
Communication 
Quarterly, 13(4), 626-
658. 
Uses Cheney 
(1983) OI 
questionnaire 
(OIQ) 
Found OIQ instrument 
broadly measured 
organisational 
commitment 
Found 12 of 25 
OIQ items 
having 
acceptable 
reliability. 
Cronbach’s 
alpha not 
reported.  
Riketta, M. (2005). 
Organizational 
identification: A meta-
analysis. Journal of 
Vocational Behaviour, 
66(2), 358-384. 
 
Compares Mael 
& Ashforth’s 
(1992) scale 
with other 
existing OI 
scales 
The meta-analysis 
revealed Mael & 
Ashforth’s (1992) scale 
preferable over other 
existing measures of OI 
Not reported 
Wieseke, J., Ullrich, J., 
Christ, O., & Van Dick, 
R. (2007). Organizational 
identification as a 
determinant of customer 
orientation in service 
organizations. Marketing 
Letters, 18(4), 265-278. 
Mael & 
Ashforth (1992) 
Frontline employee 
perceived organisational 
identification 
5 items 
Cronbach’s α 
= 0.77 
Edwards, M. R., & 
Peccei, R. (2007). 
Organizational 
identification: 
Development and testing 
of a conceptually 
grounded measure. 
European Journal of 
Work and Organizational 
Psychology, 16(1), 25-57. 
Developed for 
the study 
Cognitive 
Affective 
6 items 
Cronbach’s α 
= 0.79 
Edwards, M., & Peccei, 
R. (2010). Perceived 
organizational support, 
organizational 
identification, and 
employee outcomes. 
Journal of Personnel 
Psychology, 9(1), 17-26. 
Edwards & 
Peccei (2007) 
Employee’s cognitive 
and affective 
identification with the 
organisation 
6 items 
Cronbach’s α 
= 0.79 
Wieseke, J., Ahearne, M., 
Lam, S., & Van-Dick, R. 
(2009). The role of 
leaders in internal 
marketing. Journal of 
Marketing, 73(2), 123-
145. 
Mael & 
Ashforth (1992) 
Frontline employee 
perceived organisational 
identification 
6 items 
Cronbach’s α 
= 0.93 
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Lam, S. K., Kraus, F., & 
Ahearne, M. (2010). The 
diffusion of market 
orientation throughout the 
organization: A social 
learning theory 
perspective. Journal of 
Marketing, 74(5), 61-79. 
Mael & 
Ashforth (1992) 
Frontline employee 
perceived organisational 
identification 
6 items 
Cronbach’s α 
= 0.90 
 
As shown in Table 4.16, Brown (1969) developed a 12-item multi-dimensional 
scale to measure OI which was later also used by Efraty and Wolfe (1988). Cheney 
(1983) developed an alternative multi-dimensional measure of OI as well, and it 
was applied by other researchers such as Miller et al. (2000).  
Mael and Ashforth (1992) developed a uni-dimensional measure of OI using a six-
item scale, which reported acceptable internal consistency (Cronbach’s α = 0.87). 
Their scale items were later validated in several IM-specific studies such as 
Wieseke et al. (2007), Wieseke et al. (2010) and Lam et al. (2010). However, 
Edwards and Peccei (2007), too, developed an alternative six-item, uni-
dimensional measure of OI in a non-IM context reporting acceptable reliability 
(Cronbach’s α = 0.79). The extensive work on OI in a range of contexts led Riketta 
(2005) to conduct a meta-analysis of research on OI. Riketta found that Meal and 
Ashforth’s (1992) OI scale conceptualisation had high internal consistency, 
validity and uni-dimensionality characteristics, and suggested it was preferable 
over other measures. 
This thesis, therefore, uses Mael and Ashforth’s (1992) OI scale, as it: (i) reflected 
the definition of OI as used in this thesis; and (ii) previous IM studies also used 
Mael and Ashforth’s (1992) measure. Minor alterations to the wording of the items 
were needed to adapt the scale to an insurance context. Table 4.17 shows the 
original and modified items in the organisational identification scale.  
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Table 4.17: Organisational Identification Scale Items 
 
Original Scale Items Modified Items Source 
Organisational Identification   
 
When someone criticises 
[organisation’s name], it feels 
like a personal insult. 
 
When someone criticises this 
company, it feels like a personal 
insult. 
 
Mael & Ashforth 
(1992) 
 
I am very interested in what 
others think about [organisation’s 
name]. 
 
I am very interested in what 
others think about this company. 
 
Mael & Ashforth 
(1992) 
 
When I talk about [organisation’s 
name], I usually say “we” rather 
than “they.” 
 
When I talk about this company, I 
usually say “we” rather than 
“they”. 
 
Mael & Ashforth 
(1992) 
 
This organisation’s successes are 
my successes. 
 
This organisation’s successes are 
my successes. 
 
Mael & Ashforth 
(1992) 
 
When someone praises this 
organisation, it feels like a 
personal compliment. 
 
When someone praises this 
organisation, it feels like a 
personal compliment. 
 
Mael & Ashforth 
(1992) 
 
If a story in the media criticised 
[organisation’s name], I would 
feel embarrassed. 
 
If a story in the media criticised 
this company, I would feel 
embarrassed. 
 
Mael & Ashforth 
(1992) 
 
Another FLE outcome variable is job satisfaction (JS) which has been defined in 
this thesis as the pleasurable emotional state resulting from the appraisal of 
employees’ job, based on the definition provided by Locke (1969, p. 316) (see 
Section 3.6). Table 4.18 provides a summary of measures of job satisfaction 
previously provided which are related to IM literature. 
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Table 4.18: Previous Measures of Job Satisfaction 
Defined in this study as: the pleasurable emotional state resulting from the appraisal of 
employees’ job 
 
Study 
Measure 
Used 
Dimensions/Aspects 
Measured 
Scale 
Properties 
Churchill, G. A., Ford, 
N. M., & Walker, O. C. 
(1974). Measuring the 
job satisfaction of 
industrial salesmen. 
Journal of Marketing 
Research, 11(3), 254-
260. 
Developed 
for the study 
The job 
 
 
 
Fellow workers 
 
 
Supervision 
 
 
Company policy and 
support 
 
Pay 
 
 
Promotion and 
advancement 
 
Customers 
12 items 
Cronbach’s α = 0.87 
 
12 items 
Cronbach’s α = 0.84 
 
16 items 
Cronbach’s α = 0.93 
 
21 items 
Cronbach’s α = 0.89 
 
11 items 
Cronbach’s α = 0.88 
 
8 items 
Cronbach’s α = 0.87 
 
15 items 
Cronbach’s α = 0.82 
Hackman, J. R., & 
Oldham, G. R. (1975). 
Development of the job 
diagnostic survey. 
Journal of Applied 
Psychology, 60(2), 159-
170. 
Own 
measure 
Global/general 
measure of job 
satisfaction 
5 items 
Cronbach’s α = 0.76 
 
Lucas, G. H., Babakus, 
E., & Ingram, T. N. 
(1990). An empirical 
test of the job 
satisfaction-turnover 
relationship: Assessing 
the role of job 
performance for retail 
managers. Journal of 
the Academy of 
Marketing Science, 
18(3), 199-208.  
Johnson 
(1955)  
Global/general 
measure of job 
satisfaction 
9 items 
Cronbach’s α = 0.79 
 
(Note: when factor 
analysis was conducted 
it resulted in two 
dimensions, namely, 
intrinsic (α = 0.76) and 
extrinsic (α = 0.75) job 
satisfaction.) 
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Hartline, M., & Ferrell, 
O. (1996). The 
management of 
customer-contact 
service employees: An 
empirical investigation. 
Journal of Marketing, 
60(4), 52-70. 
Churchill et 
al. (1974)  
Used eight facets of 
Churchill et al. 
(1974) study to 
create a global 
measure of frontline 
employee job 
satisfaction 
8 items used 
5 items retained for 
data analysis 
Cronbach’s α = 0.82 
 
Babakus, E., Yavas, U., 
Karatepe, O., & Avci, 
T. (2003). The effect of 
management 
commitment to service 
quality on employees’ 
affective and 
performance outcomes. 
Journal of the Academy 
of Marketing Science, 
31(3), 272-286. 
Lucas et al. 
(1990)  
Global/overall job 
satisfaction 
4 items 
Cronbach’s α over 0.87 
Ahmed, P. K., Rafiq, 
M., & Saad, N. M. 
(2003). Internal 
marketing and the 
mediating role of 
organisational 
competencies. 
European Journal of 
Marketing, 37(9), 1221-
1241. 
Developed 
for the study 
Used a global 
measure of job 
satisfaction based on 
various internal 
marketing studies 
9 items 
Cronbach’s α not 
reported 
 
Gounaris. (2008a). 
Antecedents of internal 
marketing practice: 
some preliminary 
empirical evidence. 
International Journal of 
Service Industry 
Management, 19(3), 
400-434. 
Hartline & 
Ferrell 
(1996) 
Job, supervisor, 
organisation policies, 
company’s support, 
advancement  
5items 
Cronbach’s α = 0.81 
Gounaris. (2008b). The 
notion of internal 
market orientation and 
job satisfaction: Some 
preliminary evidence. 
Journal of Services 
Marketing, 22(1), 68-
90.  
Hartline & 
Ferrell 
(1996) 
Job, supervisor, 
organisation policies, 
company’s support, 
advancement 
5 items 
Cronbach’s α over 0.70 
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Tortosa, V., Moliner, 
M. A., & Sanchez, J. 
(2009). Internal market 
orientation and its 
influence on 
organisational 
performance. European 
Journal of Marketing, 
43(11/12), 1435-1456. 
Developed 
measure 
using items 
from Johlke 
and Duhan 
(2001) 
studies 
Value of the job 
Worth of the job 
Interest in the job  
4 items 
Cronbach’s α = 0.92 
Wieseke, J., Ahearne, 
M., Lam, S., & Van-
Dick, R. (2009). The 
role of leaders in 
internal marketing. 
Journal of Marketing, 
73(2), 123-145. 
Hackman & 
Oldham 
(1975) 
General measure of 
employee job 
satisfaction 
3 items 
Cronbach’s α = 0.74 
 
As shown in Table 4.18, Churchill et al. (1974) developed an early multi-
dimensional measure of job satisfaction, based on sub-dimensions of the job itself, 
fellow workers, supervision, company policy and support, pay, promotion and 
advancement and customers. Thus, job satisfaction may consist of several facets, 
including satisfaction with the supervisor, work, pay, advancement opportunities, 
co-workers, and customers (Brown & Peterson, 1993). While some studies have 
examined the effects of these job satisfaction facets separately on various 
outcomes, others have averaged facets to create a global measure of job 
satisfaction (Hartline & Ferrell, 1996; Petty et al., 1984). Although, Hackman and 
Oldham (1975) took an alternative approach and developed a uni-dimensional 6-
item scale measuring job satisfaction. Most studies have reported that a global 
measure of employee satisfaction better captures the domain of JS than multi-
dimensional measures (Brown & Peterson, 1993; Hartline & Ferrell, 1996; Petty et 
al., 1984). 
Within the domain of IM a number of approaches have been used to measure 
employee JS. Babakus et al. (2003) used a four-item global measure of JS among 
frontline employees in a banking context. These items focus mainly on employee 
satisfaction towards pay and work conditions, thereby missing out on measuring 
other JS facets such as satisfaction with management support, and advancement 
opportunities which are key IM activities for positively engaging employees. 
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Ahmed et al. (2003) developed their own global measures of JS, but did not report 
on items or the construct reliability. Other IM studies have used related measures. 
For example, Lam et al. (2007) used three items from Hackman and Oldham 
(1975) to measure employee JS. Hartline and Ferrell (1996) developed a five-item 
uni-dimensional scale based on Churchill et al. (1974) employee JS measure, 
which they tested within an IM context and found it had acceptable reliability (i.e., 
Cronbach’s α = 0.82). Hartline and Ferrell (1996) items were also used in other IM 
studies to measure FLEs job satisfaction, such as in Gounaris (2008a, 2008b).  
This thesis uses the five items of Hartline and Ferrell (1996) because these items 
reflect the definition of job satisfaction, as defined in this thesis, and have also 
been validated in other IM studies focusing on FLEs (Gounaris, 2008a, 2008b). No 
alterations of wording were required and the items used are reported in Table 4.19.  
 
Table 4.19: Job Satisfaction Scale Items 
 
Original Scale Items Retained Items for this Thesis Source 
Satisfaction with overall job 
 
Satisfaction with overall job Hartline & 
Ferrell (1996) 
Satisfaction with management Satisfaction with management Hartline & 
Ferrell (1996) 
Satisfaction with the 
organisation’s policies 
Satisfaction with the 
organisation’s policies 
Hartline & 
Ferrell (1996) 
Satisfaction with support from the 
company 
Satisfaction with support from the 
company 
Hartline & 
Ferrell (1996) 
Satisfaction with opportunities for 
advancement 
Satisfaction with opportunities for 
advancement 
Hartline & 
Ferrell (1996) 
 
Section 3.8 argued that FLEs’ COB is considered an outcome of OI and JS, 
therefore, COB is considered the ultimate focus of implementing IM activities in 
this thesis’s conceptual model (see Figure 3.1). Peccei and Rosenthal (2000) and 
Grizzle et al. (2009) have pioneered research into differentiating customer 
orientation (CO) and customer-oriented behaviour (COB). These studies viewed 
employee customer orientation (ECO) as reflecting employees’ posture toward 
satisfying customers’ needs. In comparison, employee customer-oriented 
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behaviours (COB) refer to employees’ actual or self-reported behaviours that are 
focused on engendering customer satisfaction. Within this thesis (Section 2.6.3) 
COB is defined as FLEs’ behaviours that are focused on engendering customer 
satisfaction. Table 4.20 provides a summary of measures of customer-oriented 
behaviour components used in past literature. 
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Table 4.20: Previous Measures of Customer-oriented Behaviour 
Defined in this study as: FLEs’ behaviours that are focused on engendering customer 
satisfaction 
 
Study 
Measure 
Used 
Dimensions/Aspects 
Measured 
Scale 
Properties 
Bettencourt, L. A., & 
Brown, S. W. (1997). 
Contact employees: 
Relationships among 
workplace fairness, job 
satisfaction and pro-
social service 
behaviours. Journal of 
Retailing, 73(1), 39-61. 
Developed 
for their 
study 
Extra role customer 
service 
 
Role prescribed 
customer service 
5 items 
Cronbach’s α = 0.95) 
 
5 items 
Cronbach’s α = 0.94 
 
Peccei, R., & Rosenthal, 
P. (1997). The 
antecedents of employee 
commitment to customer 
service: Evidence from 
UK service context. 
International Journal of 
Human Resource 
Management, 8(1), 66-
86. 
Developed 
for their 
study 
Employee 
commitment to 
customer services 
(ECS) 
6 items 
Cronbach’s α = 0.80 
 
Peccei, R., & Rosenthal, 
P. (2000). Front-line 
responses to customer 
orientation programmes: 
A theoretical and 
empirical analysis. 
International Journal of 
Human Resource 
Management, 11(3), 
562-590. 
Peccei & 
Rosenthal 
(1997) 
Customer-oriented 
behaviour of 
frontline employees 
6 items 
Cronbach’s α = 0.79 
 
Peccei, R., & Rosenthal, 
P. (2001). Delivering 
customer-oriented 
behaviour through 
empowerment: An 
empirical test of HRM 
assumptions. Journal of 
Management Studies, 
38(6), 831-857. 
Peccei & 
Rosenthal 
(1997) 
Customer-oriented 
behaviour of 
employees 
6 items 
Cronbach’s α = 0.80 
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Lee, Y., Nam, J., Park, 
D., & Lee, K. (2006). 
What factors influence 
customer-oriented pro-
social behaviour of 
customer-contact 
employees? Journal of 
Services Marketing, 
20(4), 251-264. 
Bettencourt 
& Brown 
(1997) 
Extra role customer 
service 
 
Role prescribed 
customer service 
 
5 items 
Cronbach’s = 0.62 
 
5 items 
Cronbach’s α = 0.76 
 
Grizzle, J., Zablah, A., 
Brown, T., Mowen, J., & 
Lee, J. (2009). Employee 
customer orientation in 
context: How the 
environment moderates 
the influence of customer 
orientation on 
performance outcomes. 
Journal of Applied 
Psychology, 94(5), 1227-
1242. 
Developed 
for their 
study 
Supervisor’s 
perception of 
workers customer-
oriented behaviour 
7 items 
Cronbach’s α = 0.93 
 
 
There has been limited focus on measuring the employee customer-oriented 
behaviour construct within the IM domain. Bettencourt and Brown (1997) 
developed a multi-dimensional measure of COB based on dimensions such as extra 
role behaviour and role prescribed customer service, which were found to be 
reliable (Cronbach’s alpha = .94). These items were later also found to be reliable 
by Lee et al. (2006) (Cronbach’s α = .76). Peccei and Rosenthal (1997) developed 
an alternative 6-item uni-dimensional measure of employee self-reported 
customer-oriented behaviours and found their scale to have acceptable reliability 
(Cronbach’s α = 0.80), which they revalidated in Peccei and Rosenthal (2000 and 
2001). Grizzle et al. (2009) developed yet another alternative measure of COB 
using a 7-item uni-dimensional scale, although this scale evaluated employee COB 
from the supervisor rather than the employee perspective.  
This thesis uses the six-item COB scale developed by Peccei and Rosenthal (1997) 
and was selected because the scale was designed to tap into respondents’ (self-
reported) propensity to engage in serving and satisfying customers’ needs (i.e., 
employee-focused COB) and, thus, coheres with the definition of COB as used in 
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this thesis. Minor alterations to the wording were undertaken. The original and 
modified items are shown in Table 4.21. 
 
Table 4.21: Customer-oriented Behaviour Scale Items 
 
Original Scale Items Modified items  Source 
 
Customer-oriented Behaviour 
 
 
 
I am always working to improve 
the service I give to customers. 
I always work to improve the 
service I give to customers. 
 
Peccei & Rosenthal 
(1997) 
 
I have specific ideas about how 
to improve the service I give to 
customers. 
I have specific ideas about how 
to improve the service I give to 
customers. 
Peccei & Rosenthal 
(1997) 
I often make suggestions about 
how to improve customer service 
in my department. 
I make suggestions about how 
to improve customer service in 
my department. 
Peccei & Rosenthal 
(1997) 
I put a lot of effort into my job to 
try to satisfy customers. 
I put a lot of effort into my job 
to try to satisfy customers. 
Peccei & Rosenthal 
(1997) 
No matter how I feel, I always 
put myself out for every customer 
I serve. 
No matter how I feel, I put 
myself out for every customer I 
serve. 
 
Peccei & Rosenthal 
(1997) 
I often go out of my way to help 
customers. 
I go out of my way to help 
customers. 
Peccei & Rosenthal 
(1997) 
 
4.4.1.4 Scale and Response Format Selection 
This section describes the scale and response format which was used within this 
thesis. Scaling is the process of creating a continuum on which objects are located 
according to the amount of the measured characteristics they possess (Aaker et al., 
2007; Kumar et al., 2002). Thereby, scaling measures the intensity, direction, level 
or potency of a variable (Nueman, 2008). It is important to consider a number of 
issues before selecting the scale format that is best suited to the specific 
measurement (Kumar et al., 2002). Scale and response format should be 
compatible with the items generated. Therefore, it is important to consider 
characteristics such as labelling options, balance of scales, scale poles, response 
wording and neutral option categories. Social science researches employ different 
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types of scales which include Likert Scales, Thurstone Scales, Semantic 
Differential Scales, Staple Scales and Guttman Scales (Aaker et al., 2007; 
Malhotra, 2010). Of these scales, the Likert scale was deemed the most appropriate 
for this thesis because: (i) Likert scales are widely used in survey research 
(Nueman, 2008); (ii) Likert scales are also commonly used to measure belief, 
attitude, opinion and perception (Kumar et al., 2002); and (iii) much of the past IM 
research has used Likert scales (Gounaris, 2006; Hartline & Ferrell, 1996; Mael & 
Ashforth, 1992; Peccei & Rosenthal, 1997; Tortosa et al., 2009). Malhotra (2010, 
p. 277) also argues that Likert scales are easy to construct and administer and, as a 
result, respondents readily understand how to use the scale. Likert scales require 
the respondents to indicate the degree of agreement or disagreement with 
statements, and are also referred to as summated scales because respondent’s 
individual scores across items can be summed to generate a total score (Malhotra, 
2010). 
The next step in scale development was to consider the labelling options and 
number of scale points (Nueman, 2008). Previous studies from which the scale 
items in this study were adapted tended mostly to use a 7-point Likert scale (such 
as Gounaris, 2006; Mael & Ashforth, 1992; Tortosa et al., 2009). A 7-point Likert 
scale allows greater discrimination and finer differences between respondents than 
a 5-point scale (De Vaus, 2002). This thesis, therefore, also uses a 7-point Likert 
scale, with constructs operationalised using scales, ranging from 1 = strongly 
disagree, to 7 = strongly agree  for IM programs, perception of IMO and OI and, 
1= Completely Dissatisfied  to 7 = Completely Satisfied for  JS. COB,  the 
dependent variable in the model, was  assessed on using a scale ranging from 1 = 
never, to 7 = very often, as it captures the frequency of FLEs’ self-reported 
customer-oriented behaviour. 
 
4.4.2 Questionnaire Design 
This section describes the designing of the survey questionnaire for this thesis. 
According to Malhotra (2010, p. 303), a questionnaire “is a structured technique 
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for data collection that consists of a series of questions, written or verbal, that a 
respondent answers”. The questionnaire design stage is vital since it determines the 
respondent’s willingness to participate and the ease with which the survey can be 
administered (Aaker et al., 2007). Further, design of the questionnaire is influenced 
by issues such as presentation, sequencing of the questions and length of the 
questionnaire (Aaker et al., 2007; Kumar et al., 2002). The following sections 
discuss each of these aspects. 
 
4.4.2.1 Presentation and Sequencing of the Questionnaire 
It has been suggested that broad or general questions should be at the beginning 
followed by simple and direct questions, with personal or demographic questions 
at the end of the survey (Malhotra, 2010). Previous studies have also recommended 
that attention must also be given to the problem of order bias (i.e., the possibility 
that questions early in the survey will influence answers to the subsequent 
questions) (Kumar et al., 2002; Malhotra, 2010; McFarland, 1981). McFarland 
(1981) suggests that a common approach for reducing order bias is to sequence 
general questions then proceed with more specific content questions. A number of 
aspects were considered in regard to the sequence and layout of the survey 
questionnaire used in this thesis. For sequencing, simple and general questions 
(validated in previous IM studies) were used. The questions were ordered from the 
simplest at the beginning, such as participatory decision-making, to the more 
sensitive questions at the end such as those pertaining to employees’ job 
satisfaction and customer-oriented behaviour. The questions were also categorised 
into groups according to the constructs being assessed, and all sections were 
introduced by instrumental statements (i.e., instructions were provided on how to 
respond to the items). Questions asking about respondents’ demographics were 
placed at the end of the questionnaire, following generally accepted practices 
(Malhotra, 2010; Kumar et al., 2002). The questionnaire used in this thesis was 
divided into ten parts (see Appendix C for the survey questionnaire) as follows: 
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Part A: included 6 items relating to FLEs’ perception about communication 
formality (see Table 4.9). 
Part B:  included 4 items relating to FLEs’ perception of empowerment in their job 
(see Table 4.5). 
Part C: included 4 items relating to FLEs’ perception about participation in 
decision-making (see Table 4.6). 
Part D: included 7 items relating to FLEs’ perception about their organisation’s 
generation of information from the internal market (see Table 4.11). 
Part E: 4 items relating to FLEs’ perception about their organisation’s internal 
communication of the information generated (see Table 4.13). 
Part F: included 5 items relating to FLEs’ perception about their organisation’s 
internal managerial responses (see Table 4.15). 
Part G: included 6 items relating to FLEs’ identification with their organisation 
(see Table 4.17). 
Part H: included 5 items about various facets of FLEs’ job satisfaction such as pay, 
advancement policy, management support and overall satisfaction (see Table 4.19). 
Part I: included 6 items relating to FLEs’ customer-oriented behaviour (see Table 
4.21). 
Part J: This part of the questionnaire contained five questions asking respondents 
about their gender, age, educational qualification, years of experience in the 
financial services industry, and years of experience in their current job (see 
Appendix C). 
The survey questionnaire was accompanied by a Plain Language Statement (PLS) 
(see Appendix B) which explains the purpose of the research and the use of 
information gathered from participants. A statement was also made relating to 
anonymity, confidentiality and assuring potential participants that participation in 
the survey was voluntary. Participants were also given an estimated time required 
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to complete the survey, which was around 15-20 minutes. The researchers and 
Deakin University’s Human Ethics committee contact details were provided should 
issues arise. The organisational approval letter is provided in Appendix A. More 
details regarding the ethical considerations are provided in Section 4.4.4. 
 
4.4.2.2 Length of the Questionnaire 
There are different views in regard to the optimal length of a questionnaire. The 
literature has provided support for using longer questionnaires as well as for 
questionnaires not exceeding six pages in length. For instance, Frazer and Lawley 
(2000) argued that an instrument up to twelve pages in length is generally 
considered appropriate. Meanwhile, Zikmund (2003) suggested, as a general rule 
of thumb, surveys should be a maximum of six pages. The survey used for this 
thesis was six pages and, thus, fell within that range. The questionnaire was printed 
on both sides of the paper to reduce the number of pages. Questions were neatly 
organised and conveniently spaced to minimise eyestrain.  
 
4.4.2.3 Language Issue 
The language used for conducting the survey is discussed in this section, as the 
survey was conducted in Bangladesh where the official spoken language is 
Bengali. One of the requirements of employment at the targeted insurance 
company is that sales people have to be able to communicate (in writing and 
verbally) in English, as the company’s policies, operations manuals and forms are 
in English. Therefore, all potential participants were proficient in English. Thus, 
the participant information letter (i.e. the Plain Language Statement) and the 
survey were conducted in English. Pre-testing (described in Section 4.4.2.4) was 
undertaken to ensure effective survey communication. 
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4.4.2.4 Pre-testing of the Questionnaire 
Marketing scholars agree that pre-testing is an integral part of the questionnaire 
development process (Reynolds & Diamantopoulos, 1998). Pre-testing of a 
questionnaire enables researchers to verify that the instrument is well formulated 
and provides an opportunity to overcome deficiencies in the questionnaire (Aaker 
et al., 2007; Malhotra, 2010). A number of steps were undertaken to pre-test this 
survey before applying to it to the sample respondents. As recommended by 
Sekaran (2000), the purpose of the pre-test in this thesis was to: assess the 
applicability of measures used, to test whether questions have been properly 
designed, to identify ambiguous questions, and to refine the questionnaire to 
facilitate participants’ (i.e., FLEs) comprehension of the items. The pre-test was 
also useful for validating the time needed to complete the survey. There are two 
basic ways to pre-test a questionnaire. One involves checking the items with other 
researchers or professionals, and the other involves conducting a trial run on a 
small representative sample of the population in an attempt to detect any problems 
related to the questionnaire (Zikmund, 2003). For this thesis, pre-testing the 
questionnaire used a three-stage process for checking the content validity of the 
items (Figure 4.2). 
 
Figure 4.2: Pre-Testing the Questionnaire (developed for this study) 
 
  
The first stage included a convenience sample of eight marketing academics 
teaching business administration at a business school in Bangladesh. These 
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academics were asked to provide feedback on clarity (i.e., understanding of the 
items or ambiguities of expression), applicability and contextual relevance of 
items, with a view to amending the questionnaire. The second stage included a 
small pre-test with twenty-five postgraduate (EMBA/MBA) students enrolled at 
the same business school who were working full-time in the insurance industry, 
thereby providing a sample of people potentially similar people to those being used 
for surveying FLEs (i.e., insurance salespeople). The postgraduate (EMBA/MBA) 
students were asked to complete the questionnaire and provide comments on 
instructional clarity, item clarity, relevance, and time needed for completion. The 
third stage involved having a panel of insurance company executives from the 
targeted survey organisation to review the survey. Based on the recommendations 
of these three groups, slight changes were made in regard to the wording of a few 
items. However, the expressions within the refined items were consistent with the 
original adapted items. As such, each scale’s items corresponded well with the 
construct’s conceptual domain and thereby demonstrating that the use of existing 
scales can be considered to have content/face validity. In summary, the research 
instrument used in this study was based on validated scales and undertook three 
steps of pre-testing to screen out any problems in the questionnaire design, thereby, 
ensuring that questions were readily understandable to all respondents (Zikmund, 
2003).  
 
4.4.3 Sampling Frame, Sample Size and Procedures 
The previous section discussed the various aspects that were considered while 
designing the survey questionnaire for this thesis. The sub-sections that follow 
describe the issues to be considered in establishing the sampling plan which 
include the research context, the sampling frame, and the choice of size and 
sampling procedure (Nueman, 2008). 
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4.4.3.1 Research Context and Setting 
As discussed in Section 4.3, the study was undertaken within the insurance 
industry as IM is considered to be legitimate and a necessity within this sector (Pitt 
& Foreman, 1999). The insurance industry was viewed as an ideal setting to test 
the proposed model of this study because of its highly competitive nature, high 
levels of customer contact and relatively long-term relationships with customers 
(Boshoff & Allen, 2000; Roman & Ruiz, 2005). A number of previous IM studies 
focusing on FLEs’ views about IM have been undertaken in the financial services 
industry (Awwad & Agti, 2011; Babakus et al., 2003; Caruana & Calleya, 1998; 
Kaur et al., 2009; Tortosa et al., 2009). Given that the focus of this thesis is to 
investigate FLEs’ experience of IM programs, their perception of IMO and the 
impact of this perception on FLEs’ work-related outcomes, frontline line 
salespeople working for a large Bangladeshi insurance company were used as the 
sample population for this thesis. 
The Bangladeshi insurance industry was viewed as an ideal setting to test the 
proposed IM model as there is generally high involvement, relationship-focused, 
FLE customer contact, with customers/clients relying extensively on the FLEs for 
support and advice (Andaleeb & Anwar, 1996; Boshoff & Allen, 2000; Reza & 
Iqbal, 2007; Roman & Ruiz, 2005). The Bangladeshi insurance industry has 
experienced high levels of growth during the last two decades and, as a result, has 
become professionalised (Ahmed, 2011; Rahman & Ara, 2009). At present, the 
insurance industry includes eighteen life insurance and forty-four general insurance 
companies, with approximately (US) $267 million in annual premiums (Deepty & 
Ahmed, 2011; Khanal, 2007). The insurance industry in Bangladesh is also 
extremely competitive, which has resulted in companies requiring salespeople to 
engage face-to-face with their clients on a regular basis (Reza & Iqbal, 2007). As a 
result, the salespeople (i.e., FLEs) are important to the customers’ decision 
process, in comparison with other service exchanges (Andaleeb & Anwar, 1996; 
Reza & Iqbal, 2007). Therefore, the way FLEs engage with their customers 
contributes towards attracting new customers and maintaining relationships with 
existing customers. In such contexts, implementing IM is important, as it is 
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imperative that customer-contact FLEs respond positively to management’s IM 
activities by delivering on customer-oriented behaviour (COB) during their service 
encounters. 
To ensure that the targeted firm undertook (or engaged in) IM activities (i.e., IM 
programs and IMO), discussions were held between the senior HR manager, the 
Company Secretary and the researcher. This identified a range of existing IM 
activities, some of which are summarised in Table 4.22. The range of sample 
activities indicated that the participating company does make an effort to be 
market-oriented internally and delivers a range of IM programs to engage its 
frontline salespeople, thus, enabling the FLEs (i.e., frontline salespeople) to assess 
the components of the model. 
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Table 4.22: IM Activities Undertaken within the Participating Firm 
IM Activity Defined in this Thesis as: Sample firm example: 
IM Programs 
Empowerment The degree to which 
managers give employees the 
discretion to make decisions 
about routine job-related 
activities 
Management claimed to provide 
‘professional autonomy’ to frontline 
salespeople. For example, 
encourages salespeople to make on-
the-spot decisions to solve a 
customer’s problem, including 
giving the discretion to its 
salespeople to offer discounts for 
closing a sale. 
 
Participation in 
decision-making 
The process by which 
influence is shared among 
individuals 
Management highlighted that they 
encourage inclusion of frontline 
salespeople in the formulation of 
strategic and operational decisions. 
For example, frontline salespeople 
are encouraged to participate and 
provide feedback which is 
integrated into long-term and 
operational plans. 
 
Communication 
formalisation 
The mode of communication 
and, particularly, the degree 
of formalisation pertaining to 
the communication style 
between employees and 
management 
 
 
 
 
According to management, the 
company has formal and structured 
written documents highlighting 
policy, rules and guidelines 
targeting frontline salespeople. 
Internal Market Orientation 
 
Internal generation 
of information 
 
The process of identifying the 
benefits employees seek from 
their jobs, what they are 
ready to exchange for getting 
these benefits 
Management claimed that the 
company conducts workshops, 
meetings, social events, such ‘sales 
reps’ days, to get feedback from 
salespeople in regard to their job 
needs and future work expectations 
. 
Internal 
communication 
 
The process through which 
formal and informal internal 
information is communicated 
by management to their 
employees 
Management claimed to deliver 
special presentation sessions during 
the quarterly and annual sales 
meetings focusing on how the 
company is addressing employee 
needs. 
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Internal 
responsiveness 
The process through which 
appropriate internal 
responses are delivered 
targeting the internal market 
based on the information 
generated  
Management claimed to act 
promptly on any issues raised by 
frontline salespeople. Further, 
management highlighted that the 
company is committed to allocating 
substantial budget to improve work 
conditions for frontline salespeople. 
 
 
4.4.3.2 Sampling Frame 
As was identified in Section 2.5, FLEs interact with external customers and are the 
target of IM. As such, the sampling frame of this research consisted of all FLEs 
working for a large insurance organisation in Bangladesh. Although, the 
population of interest for this research could have included any FLEs working for 
any financial services organisation, in Bangladesh or in a developing or developed 
country. Further, the job responsibilities and tasks carried out by salespeople (i.e., 
FLEs) within any given insurance company are quiet similar (Reza & Iqbal, 2007), 
thus, by focusing on employees within one company  a control is provided for 
variation across insurance companies. Importantly, Morgan and Hunt (1994) 
suggested that the focus of any study testing an initial theoretical model should not 
only emphasise generalisability but should also emphasise whether the sample is 
an appropriate context for testing the model. 
As discussed earlier, the focus of this thesis is to test a conceptual model focusing 
on investigating the links between FLEs’ experience of IM programs, their 
perception of IMO and their job outcomes. It was further argued that IM is a 
necessity for the financial services industry of which the insurance sector is a part, 
given the high importance of customer-employee interactions and IM in targeting 
employees to undertake COB behaviours. Therefore, the selection of FLEs 
working for a large Bangladeshi insurance company as the sampling frame was 
deemed appropriate for this thesis, although other contexts could have been equally 
applicable. 
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4.4.3.3 Sampling Size and Procedure 
The FLE was considered as the unit of analysis for this study. FLEs, for the 
purpose of this study, are defined as those employees who are in direct contact 
with external customers. The respondents were at the same organisational level 
(i.e., insurance salespeople), although there was variation in terms of demographics 
and years of experience (as discussed in Section 5.4). 
Although there is little consensus on the recommended sample size for SEM (Sivo, 
Fan, Witta, & Willse, 2006), according to Kline (Kline, 2005, p. 15), a sample size 
over 200 is considered sufficiently large for performing statistically appropriate 
SEM analysis. Bentler and Chou (1987) suggest there be a minimum ratio of 5:1 
between sample size and the number of free parameters that need to be estimated. 
The proposed model in this thesis (Figure 3.1) includes 22 items representing latent 
constructs, or 56 parameters to be estimated. Following the guideline of Bentler 
and Chou (1987), a minimum sample size of 280 (i.e., 56x5) would need to be 
achieved for this thesis to accept the SEM model. 
Power analysis can be used to test whether the SEM model holds for a given 
sample size. This is assessed based on the number of degrees of freedom in the 
model and root mean square error of approximation (RMSEA). Values closer to 1 
(one) identify higher power of the structural model (MacCallum et al., 1996). The 
software R was used to calculate the power of the overall SEM model to determine 
whether 295 respondents were adequate for conducting SEM analysis in this thesis 
(Preacher & Coffman, 2006). The results are provided in Section 5.7 and indicate 
that a sample size of 295 is adequate to conduct SEM.  
Approval from the insurance company was received to make initial contact with 
potential participants (i.e., FLEs) during a fortnightly sales meeting which took 
place in the company’s regional head offices. During these meetings the FLE’s 
were provided with the participant information letter/plain language statement (see 
Appendix B) informing them about the study, and that their participation in the 
study was voluntary and how to return the survey. There were no screening 
criteria, as all FLE's working for the company and volunteering to participate in the 
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study were considered as the sample. The sample description is provided in detail 
in Section 5.4. 
 
4.4.4 Ethical Considerations 
This section describes the ethical considerations undertaken for this thesis. Issues 
related to ethics are an important concern in any research that involves human 
subjects (Babbie, 1990; Polonsky & Waller, 2010). According to Polonsky and 
Waller (2010), the researcher should understand the basics of ethical research and 
how the research project might be affected. After getting permission from the 
insurance company in Bangladesh to survey its FLEs (Appendix A), an ethics 
application was submitted to the Faculty of Business and Law Human Research 
Ethics Committee at Deakin University. The project was approved as a low-risk 
project. The application addressed issues of participant privacy and confidentiality, 
potential risks associated with the project, and the information provided to 
potential participants as part of the informed consent process. For instance, in 
conforming to the ethics requirements of Deakin University, the Plain Language 
Statement (see Appendix B) which accompanied the survey clearly informed 
participants that all information provided would remain confidential, and that there 
were no foreseen risks to either the organisation or its employees from 
participating. It also informed participants that the organisation’s participation 
would be kept anonymous and it would only be described as a large Bangladeshi 
financial services organisation in any publications. Further, it also informed 
participants that their participation in the study was completely voluntary, and that 
there would be no negative consequences of not participating as no personal 
information was collected, and that no individual information would be passed to 
the organisation. 
Although a demographic section existed in the questionnaire, the data were only 
collected for determining the broad demographics of the respondents. Further, each 
respondent volunteering to participate in the study was requested to return their 
completed survey directly in an anonymous sealed envelope and no identifiers 
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were used on the data. Completing and returning the survey directly to the 
researcher was taken as the respondent’s voluntarily agreement to participate in the 
study (i.e., there was no signed consent form). Hence, there was no way of 
knowing which FLE members had completed the questionnaires. As for data 
storage, once the data were collected, it was retained on the Australian campus in a 
locked file cabinet to limit its access to unauthorised persons. Access to raw data 
collected was limited to the student and his supervisors. 
 
4.4.5 Data Analysis Methods 
According to Cooley (1978, p. 13) “the purpose of the statistical procedures is to 
assist in establishing the plausibility of the theoretical model and to estimate the 
degree to which the various explanatory variables seem to be influencing the 
dependent variable”. This thesis uses Version 20 of SPSS to screen and analyse the 
preliminary data (Malhotra, 2010; Zikmund, 2003). Structural equation modelling 
(SEM) using Version 20 of AMOS software is then used for conducting the 
confirmatory factor analyses (CFAs) on individual constructs, and is also used to 
test the full structural model proposed in this thesis. AMOS has been recognised as 
one of the major software programs for running structural equation models (Byrne, 
2010), and is widely used in marketing applications (Babin et al., 2008). The 
sections that follow describe and justify the statistical techniques undertaken to test 
the proposed relationships between the constructs depicted in Figure 3.1. 
 
4.4.5.1 Preliminary Data Analysis 
The paper and pencil based survey questionnaire was manually coded and a data 
file was created in SPSS 20. Initial analysis in SPSS was undertaken to identify the 
number of missing responses and assess univariate normality (i.e., using skewness 
and kurtosis). The results of these tests are presented in Section 5.3. The frequency 
distribution, mean, standard deviation, minimum and maximum values were then 
used to gain preliminary information about the sample used in this thesis (Hair et 
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al., 2006). The mean is the arithmetic average of the scores in a distribution, the 
standard deviation is the measure of spread (of data) using the same unit of 
measurement as the data, minimum and maximum are the lowest and highest 
values of the measures (Hair, Lukas, Miller, Bush, & Ortinau, 2012). The 
frequency distribution, mean, and standard deviation for all constructs are 
presented in Section 5.4. 
Shipley (1999) depicted structural equation modelling (SEM) as an advanced form 
of statistical technique that combines factor analysis with path analysis to test, 
rather than simply describe causal relationship.  This is further supported by a 
range of other authors.  For example, Iriondoa, Albert and Escudero (2003) 
identified that “SEM is a powerful tool to explore and contrast hypotheses on 
causal relationships among variables using observational data” (p. 1). Reisinger 
and Mavondo (2007) highlighted that “in the past 15 years structural equation 
modelling (SEM) has become an important tool in applied multivariate analysis for 
theory testing and causal modelling (p.1). Reisinger and Mavondo (2007) further 
pointed out that term ‘structural’ assumes that the parameters reveal a causal 
relationship between the constructs that are tested, although correct causal 
inferences cannot be always drawn from the results of an SEM-based analysis. 
Notwithstanding, SEM technique does show whether the causal assumptions 
embedded in a structural model fit the data (Bollen, 1989). Furthermore, the 
literature empirically examining causal relationships within IM have frequently 
used SEM to examine these causal relationships (Gounaris, 2008b; Lings and 
Greenley, 2009; Tortesa et al., 2009). Given the causal nature of the relationships 
hypothesised (see Chapter Three), structural equation modelling (SEM) is used to 
evaluate the conceptual model in this thesis. Hoyle (2012) argues that SEM is a 
growing family of statistical methods for modelling the relations between variables 
where models may include variables that are observed, unobserved or latent. 
Further, Hoyle (2012) argues that statistical method such as analysis of variances 
(ANOVA), exploratory factor analysis (EFA) and, multiple regressions could all 
be accomplished through SEM, yielding identical results. Therefore, SEM can be 
considered as a generalisation, integration and extension of other familiar statistical 
models (e.g., ANOVA and EFA). 
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SEM explains the pattern of inter-related simultaneous dependence between latent 
or unobserved constructs, with each construct measured by one or more observed 
items (Hair et al., 2006). Holmes-Smith et al. (2006) point out that SEM allows 
researchers to use confirmatory factor (CFA) analysis to create factors which are 
called latent variables or constructs from multiple observed indicators, also called 
manifest variables (i.e., the individual items). These latent variables are then 
combined with path analysis (complex regression models) to investigate causal 
relationships amongst the latent variables. 
When applying SEM, researchers generally undertake two related steps (Holmes-
Smith et al., 2006). The first measurement model assesses the factor analysis 
structure to purify variables developing reliable measures. The second component 
is the structural model which tests the relationship between latent and observed 
variables. Figure 4.3 shows a generalised example of a structural model adapted 
from Byrne (2010) that identifies the measurement and structural components of a 
model. In Figure 4.3 the measurement stage identifies that the latent construct 
MSC is measured by three independent observed items (SDQMSC, APIMSC and 
SPPCMSC), and the latent construct (MATH) is measured by two independent 
observed items (MATHGR and MATHACH). The errors (i.e., the degree to which 
variables do not perfectly describe the latent construct) associated with the 
observed items are represented by error terms err1, err2, err3, etc. In the structural 
component of the model, it is suggested that the variance in the dependent latent 
construct (i.e., MATH) is explained by the other latent variable in the model MSC. 
The unexplained variance in the dependent variable MATH is represented by the 
residual term err1. 
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Figure 4.3: Generalised Full Structural Model 
(adapted from Byrne, 2010, p. 13) 
 
 
Holmes-Smith et al. (2006) identify three fundamental problems associated with 
conventional statistical modelling, such as in univariate/multiple regressions and 
exploratory factor analysis (EFA). First, conventional multi-variate, multiple 
regression does not allow researchers to explore all possible relationships amongst 
the dependent variables. Second, in forming the composite variables, any 
differences in the errors amongst the original independent variables are masked 
within the composite variable and cannot be appropriately accounted for within a 
residual term, although this latter problem can be overcome somewhat by 
weighting the contributing variables by their factor scores. Third, exploratory 
factor analysis (EFA) assumes that the error terms are uncorrelated and, thereby, 
fails to account for any correlated measurement error terms that might exist, thus 
potentially leading to a misspecification of the factor loadings (and, subsequently, 
the factor score coefficients). 
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Hoyle (2012) and Holmes-Smith et al. (2006) argue that CFA using SEM 
overcomes these shortcomings by: (i) estimating relationships amongst dependent 
(or outcome) variables, including feedback (or reciprocal) relationships, and 
estimating relationships amongst the latent constructs underlying observed 
variables; (ii) minimising the unique measurement error associated with the 
measurement of each observed variable; (iii) allowing for unequal weightings of 
multiple indicators of a latent construct; (iv) allowing for correlations amongst the 
measurement errors; and (v) permitting specification and testing of a wide array of 
factor models. Additionally, CFA using SEM also has the ability to assess the uni-
dimensionality, and reliability and validity (these concepts are described in detail 
in Section 4.4.5.5) of each individual construct (Anderson & Gerbing, 1988; 
Bollen, 2005; Hair et al., 2006; Kline, 2005). In this thesis CFA using AMOS 20 is 
used to confirm the measurement models (i.e., factor models) (see Section 5.6), 
rather than EFA. The path effects (see Section 5.8) within the full structural model 
are assessed to test the relationships between the variables of the conceptual model 
(see Figure 3) rather than multiple regressions. 
 
4.4.5.3 Two-Stage SEM 
The SEM process within this thesis follows a two-stage approach: (1) measurement 
model testing; and (2) structural model testing (see Section 5.5) (Anderson & 
Gerbing, 1988). Hair et al. (2006) suggest that SEM can be conducted using either 
a single or a two-stage approach. A single stage approach makes simultaneous 
estimations of both the structural and measurement models. The two-stage SEM 
approach first examines the measurement models by assessing the construct 
validity and fit of the models, allowing for refinements in constructs. The second 
stage tests the overall structural model (as illustrated in Figure 4.3). Anderson and 
Gerbing (1988) and Hair et al. (2006) suggest that the two-stage SEM approach is 
preferable. First, the two-stage approach allows for tests of the significance across 
all coefficients and, second, it allows an assessment of whether a given structural 
model has acceptable fit. Third, the accurate representation of reliability of the 
indicators of each construct is best conducted in two stages to avoid any interaction 
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between the measurement and structural models. Finally, analysing the causal 
relationships in the structural model requires performance of the measurement 
model enabling purification to achieve acceptable uni-dimensional construct 
measures, before proceeding with the full structural model in the two-stage SEM 
approach. 
This thesis, therefore, takes a two-step approach (Anderson & Gerbing, 1988), first 
testing the construct measurement models using CFAs (Section 5.6), then testing 
the full structural model (Section 5.7 and Section 5.8). The section that follows 
describes the issues related to assessing uni-dimensionality, reliability and validity 
in SEM. 
 
4.4.5.4 Uni-dimensionality 
Uni-dimensionality occurs when a set of items loads into one underlying related 
construct (Hair et al., 2006; Holmes-Smith et al., 2006) and can be demonstrated 
when the indicators of a construct have acceptable fit (Section 4.4.5.5 describes the 
fit indices used in this thesis) on a single factor measurement model using CFA 
(Hair et al., 2006). To assess the issue of uni-dimensionality further, it is 
recommended that the squared multiple correlations (SMC) (i.e., a measure of 
statistical variance and equivalent to R2 in EFA) of each item measuring the 
underlying construct should be greater than 0.3 (Holmes-Smith et al., 2006), which 
is further discussed in Section 5.6. 
Hair et al. (2006) identifies that when a set of items demonstrates uni-
dimensionality (i.e., the set of items representing a single concept) the items can be 
combined to form composite variables. Compositing items can then be calculated 
by either summing the item responses (by averaging or summing items) or through 
aggregated weighted items using factor scores (Hair et al., 2006). Using factor 
scores as weightings when determining composite items is preferable, because it 
represents the importance of weighted components and avoids the potential of 
multi-collinearity (i.e., the extent to which a construct can be explained by another 
construct in the analysis) (Hair et al., 2006; Holmes-Smith et al., 2006).  
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Jöreskog and Sörbom (1989) showed that the factor score weights (Z) could be 
computed using the formula: 
Z   ˆ) ˆ c/ x  ˆ6 1  
 
where )ˆ  is the variance of the factor, /ˆ  is the factor loading for each item, and 6ˆ  
is the estimated (or implied) covariance matrix. Further, Jöreskog and Sörbom 
showed that an estimate score for each of the subjects can be provided using the 
factor score regression weights, by applying the formula: 
 
ξi = Σ ωi xi 
where ξi = estimated score, ω = is the row vector of factor score regression weights 
and, x = is a column vector of the subject’s observed indicator variable. 
Holmes-Smith et al. (2006) point out that because factor score regression weights 
are proportional weights they can be re-scaled by any amount, and they suggest 
that factor scores regression weights should be re-scaled so they total one. Within 
this thesis, the factor score weight approach was used to create the composite 
variables of the underlying dimensions of FLEs’ experience of IM programs 
(Section 5.6.1.4), and perception of IMO (Section 5.6.2.4). AMOS 20 software 
provides factor score weights when conducting confirmatory factor analysis 
(CFAs). Thus, this thesis used AMOS 20 software to extract factor score 
regression weights, and Microsoft Excel was used to re-scale the factor weights to 
total one. 
 
4.4.5.5 Reliability and Validity 
Reliability and validity are separate but closely-related concepts (Malhotra, 2010). 
Reliability refers to the consistency of measurement, whereas, validity refers to the 
accuracy of a measure (Hair et al., 2006). Holmes-Smith et al. (2006) suggest that 
reliability is part of a measure that is free of random error, whereas, validity is the 
process of measuring the extent that the results are a true indication of the 
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characteristics being examined, rather than identifying errors in the measurement 
process. It is possible that a measure may be consistent (reliable) but not accurate 
(valid) or, alternatively, a measure may be accurate but not consistent (Holmes-
Smith et al., 2006). This thesis uses Hancock and Mueller’s coefficient H, and 
average variance extracted (AVE) to assess construct reliability. Construct validity 
is assessed though testing discriminant and convergent validity (defined below in 
Section 4.4.5.5.2). 
 
4.4.5.5.1 Reliability 
Reliability refers to the extent to which a scale produces consistent results if 
repeated measurements are made on the variables of concern (Malhotra, 2010). 
Holmes-Smith et al. (2006) point out that SEM can be used to estimate model-
based measures of reliability using Hancock and Mueller’s “maximised” reliability 
(coefficient H), construct reliability (CR) and, average variance extracted (AVE), 
all of which were used in this thesis. Below are brief descriptions of each of these 
concepts. 
Hancock and Mueller’s “maximised” reliability (coefficient H) is considered more 
rigorous than a conventional Cronbach’s alpha value because: (i) reliability of the 
composite items is not affected by negative factor loadings (which is unlikely in 
Cronbach’s alpha reliability modelling); and (ii) every item adds to the reliability 
of the composite, therefore, all variables contribute something to the definition of 
the construct (Holmes-Smith et al., 2006). A coefficient H value of greater than 0.7 
indicates acceptable internal reliability for the items (Hancock & Mueller, 2001). 
Construct Reliability (CR) captures the degree to which a set of measures 
“indicates” the common latent construct (Holmes-Smith et al., 2006), that is, all 
items measure one underlying construct. CR values exceeding 0.7 are acceptable 
(Fornell & Larcker, 1981). AMOS 20 does not directly provide the values of CR, 
but does provide standardised loadings and error variance which can be used to 
manually calculate CR values. 
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Variance extracted (VE) reflects the overall amount of variance in the indicators 
accounted for by the latent construct in SEM (Holmes-Smith et al., 2006). 
Therefore, the VE can be averaged for a given number of items to calculate the 
average variance extracted (AVE). Hair et al. (2006) recommend for a construct 
that AVE should exceed 0.50. 
 
4.4.5.5.2 Validity 
Validity is the extent to which observed items reflect the true differences among 
objects on the characteristics being measured (Malhotra, 2010) or, in other words, 
does a variable measure what it is supposed to measure (Bollen, 1989; Zikmund, 
2003). Nunnally and Bernstein (1994) suggest three important aspects for a valid 
construct: (i) the construct should sufficiently cover the domain of the topic (i.e., 
content validity); (ii) the construct should well represent the alternative measures 
(i.e., discriminant validity); and (iii) the construct should be well related to other 
constructs of interest (i.e., convergent validity). 
Content validity (also referred to as face validity) is viewed as whether an 
instrument has sufficient coverage of a topic or not (Malhotra, 2010). Content 
validity can be established through identifying the existing scales from the 
literature and conducting pre-testing of the questionnaire to get feedback on the 
instruments before distributing the original survey (Cooper & Schindler, 1998; 
Hair et al., 2006)). As discussed in Section 4.4.1, all items used in this thesis have 
been adapted from previously validated studies. The three-step pre-testing process 
(Section 4.4.2.4), undertaken in refining the final survey, further established the 
content validity of the measures used in this thesis. 
Holmes-Smith et al. (2006) identify that SEM can be used to empirically evaluate 
convergent validity (i.e., whether the measures of the same construct are correlated 
highly; and discriminant validity, i.e., whether the measures of a construct are not 
highly correlated with other constructs) (Hair et al., 2006). In SEM, convergent 
validity can be assessed examining the standardised loadings within CFAs, which 
need to be greater than 0.5 and statistically significant (Kline, 2005). AVE for each 
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construct across measures can also be used to assess convergent validity and 
should be greater than .50 (Hair et al., 2006; Kline, 2005). The standardised factor 
loadings and AVE are presented in Section 5.7.1. 
Discriminant validity assesses whether the indicators for two constructs are 
sufficiently different to conclude that they measure separate constructs (Holmes-
Smith et al., 2006). Hair et al. (2006) suggest that discriminant validity is achieved 
when all observed measures have low correlations with the scale items of other 
constructs. Within this thesis it is assessed using two of the most robust and 
acceptable techniques (Section 5.7.1) for discriminant validity – AVE, and 
comparing pairwise CFA models using SEM. (Bagozzi, Yi, & Phillips, 1991; 
Fornell & Larcker, 1981; Holmes-Smith et al., 2006). First, Fornell and Larker 
(1981) identify that discriminant validity is established if the AVE for two 
constructs exceeds the square of the correlation between the constructs (Section 
5.7.1). Second, Bagozzi et al. (1991) identify that discriminant validity can be 
established using pairwise CFAs in SEM by constraining pairs of constructs to be 
perfectly correlated (i.e., r = 1.0) and then freeing each pair of constructs. If the 
model using the constrained correlation between the pairs significantly worsens the 
model fit in regard to Chi-square difference, the results indicate the two constructs 
are different. Section 5.7.1 presents the findings of the discriminant validity testing 
using these two approaches. 
 
4.4.5.6 Model Fit Indices 
Within SEM a series of goodness-of-fit indices are used to identify whether the 
model adequately fits the data (Byrne, 2010; Hair et al., 2006); Holmes-Smith et 
al., 2006). While there is no universal agreement among scholars as to which fit 
indices should be reported (Babin et al., 2008), it is recommended that model 
evaluation should at least include: (i) one fit statistics - Chi-square (χ²) and degrees 
of freedom (df), or normed χ² (i.e., χ²/df); (ii) one absolute fit measure - 
standardised root mean residual (SRMR) or root mean square error of 
approximation (RMSEA); and (iii) one incremental fit measure - comparative fit 
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index (CFI) or Tucker-Lewis Index (TLI) (Hair et al., 2006; Holmes-Smith et al., 
2006). 
Table 4.23 outlines the alternative fit measures, acceptability levels and sample 
size issues associated with those most commonly used in the marketing research to 
evaluate SEM models (Babin et al., 2008; Byrne, 2010; Hair et al., 2006; Holmes-
Smith et al., 2006; Hoyle, 2012). 
 
Table 4.23: Summary of Fit Measures 
 
 
Name of Index 
 
 
Abbreviation 
 
 
Type 
 
Acceptable 
Level  
Comments 
(Based on 
N>250 and 
m>12)* 
Chi-square F2 Fit statistics  Insignificant 
(p) value 
(p>0.05) 
The value of χ2 
varies largely 
with the 
sample size 
and tends to be 
more 
inaccurate with 
large sample 
size and 
thereby 
significant p 
values are 
expected 
Normed Chi-
square 
χ²/df Fit statistics 
(also 
described as 
parsimonious 
fit index) 
1.0 < F2/df 
<3.0 
Values close to 
1 indicate good 
fit but values 
less than 1 may 
indicate overfit 
Root Mean-
Square Error of 
Approximation 
RMSEA Absolute fit 
measure  
0.00<RMSEA 
< 0.08 
RMSEA < 0.07 
with CFI of 
0.92 and over 
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Tucker-Lewis 
Index 
TLI Incremental 
fit measure 
Above 0.92 Values greater 
than 1 may 
indicate overfit 
Comparative 
Fit Index 
CFI Incremental 
fit measure 
Above 0.92 Values greater 
than 1 may 
indicate overfit 
*The sample size (N) is greater than 250 and the number of observed variables (m) 
is greater than 12 in this thesis. Source: Adopted from Byrne, 2010, Hair et al., 
2006, and Holmes-Smith et al., 2006. 
 
 
Fit statistics 
Fit statistics also referred to as goodness-of-fit indices (GOF) indicate the 
similarity of the observed and estimated covariance matrices, that is, how well the 
specified model reproduces the observed covariance matrix among the indicator 
items (Hair et al., 2006). One of the widely-used measures of fit statistics reported 
is the Chi-square (F2) statistic which measures the discrepancy between the matrix 
of estimated variances and covariances ( 6ˆ ) and the matrix of sample variances and 
covariances (S) (Hair et al., 2006; Holmes-Smith et al., 2006). If the probability (p) 
of the F2 statistic is insignificant (p>0.05), it indicates the actual and predicted 
input matrices are not statistically different and, thus, the model should be 
acceptable as the results are similar.  
However, more recently it has been argued that F2 statistics are sensitive to the 
sample size and significant p values can be expected with large samples (Table 
4.22) (Bagozzi & Yi, 2012; Byrne, 2010; Hair et al., 2006; Hoyle, 2012). It has 
been argued, therefore, that insignificant p values of F2 statistics should not be used 
as the only assessment for accepting or rejecting a model, but rather, alternative 
measures such as the normed Chi-square (F2/df) may be used (Hair et al., 2006; 
Holmes-Smith et al., 2006). The normed F2, also referred to as the parsimonious fit 
measure or ‘model parsimony’ is calculated by dividing the F2 value by the degrees 
of freedom within the model. This produces a F2 measure per degree of freedom, 
thereby taking the sample size and model complexity into account (Holmes-Smith 
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et al., 2006). As indicated in Table 4.22, the recommended acceptable range for 
normed Chi-square is between 1.0 and 3.0. Values over 1.0 (below 1.0 is 
considered as over fit) but smaller than 2.0 are preferred, although values less than 
3.0 may be acceptable (Holmes-Smith et al., 2006). Within this thesis the normed 
Chi-square is provided as an indicator of the overall fit (in conjunction with other 
measures), not as a ‘sole’ basis for rejecting or accepting the model (Byrne, 2010; 
Hair et al., 2006; Holmes-Smith et al., 2006). 
 
Absolute fit measure 
The absolute fit measure of a model is a direct assessment of how well the model 
specified by the researcher reproduces the observed data, that is, how well a 
researcher's theory (i.e., model) fits the sample data (Hair et al., 2006). One 
absolute fit measure widely used is the Root Mean-Square Error of Approximation 
(RMSEA). This measure takes into account the error of approximation in the 
population and, therefore, relaxes the rigid requirement on F2 that the model holds 
exactly in the population (Byrne, 2010; Holmes-Smith et al., 2006). RMSEA 
explicitly corrects for both model complexity and sample size. Holmes-Smith et al. 
(2006) recommend that RMSEA should be less than 0.05, although Hair et al. 
(2006) argue that an RMSEA of less than 0.08 (with CFI of 0.92) is commonly 
acceptable with models having a sample size over 250. 
 
Incremental fit measure 
Researchers often want to compare incremental fit indices, which are how absolute 
fit indices vary between an estimated model and an alternative baseline model 
(referred to as a null model), where the alternate null model assumes all observed 
variables are uncorrelated (Hair et al., 2006). The two most commonly used 
incremental fit measures are the Tucker-Lewis Index (TLI) and the Comparative 
Fit Index (CFI) (Holmes-Smith et al., 2006). TLI is a comparison of the normed 
Chi-square values for the null and a hypothesised model. This takes into account 
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model complexity, although TLI is not normed. A TLI value closer to 1.0 indicates 
better fit in the structural model. The statistic is used for a sample size over 250 
when there are more than 12 observed variables, as occurs in this thesis. Hair et al. 
(2006) suggest that values over 0.92 are considered acceptable. The other widely 
used indicator of incremental fit measure is CFI. CFI is similar to the TLI except 
that it is constrained (i.e., to fall between 0 and 1. As with TLI, a CFI of greater 
than 0.92 is viewed as acceptable for a sample size over 250 with observed 
variables greater than 12. TLI and CFI values are both produced as standard 
outputs in AMOS 20. 
 
4.4.5.7 Bootstrapping 
One of the underlying assumptions of SEM is that there is normality in the data, 
when this does not occur researchers apply bootstrapping in SEM, which allows 
the analysis to overcome for non-normality (Byrne, 2010; Hancock & Liu, 2012). 
Bootstrapping is described as a technique that “enables researchers to create 
multiple sub-samples from an original database and can examine parameter 
distributions relative to each of these spawned samples” (Byrne, 2010, p. 331). 
Bootstrapping undertakes the analysis on multiple sub-samples of the data, which 
facilitates the derivation of standard errors, confidence intervals and model fit 
assessment that are more robust than default maximum likelihood (ML) estimates 
(Hancock & Liu, 2012). This process works as follows: 
“B bootstrap samples of size n are drawn with replacement. For each of the 
bootstrap samples the SEM of interest is fit to the data, yielding B sets of model 
parameter estimates. For each individual parameter estimate an empirical 
distribution is constructed, the mean of which should be near to the parameter 
estimate from the parent sample. From this distribution one could also derive an 
empirical interval estimate for the population parameter of interest, taking 
percentile points of empirical distributions that correspond to the desired 
confidence level (e.g., 95th percentile)” (p. 426). 
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As will be discussed in Section 5.3, the data used in this thesis were identified as 
being multi-variate non-normal. To address the non-normality issue, the analysis 
undertook maximum likelihood (ML) estimation for all CFAs and the full 
structural model using Version 20 of AMOS, coupled with bootstrapping of the 
data (Byrne, 2010; Hancock & Liu, 2012; Zhao et al., 2010). The bootstrapping 
approach has the added benefit that it produces a confidence interval of both direct 
and indirect (i.e., mediation) effects (Hancock & Liu, 2012), allowing direct and 
indirect hypotheses to be assessed (see Table 5.34); and the confidence intervals of 
path effects obtained through bootstrapping produce more accurate confidence 
limits than single sample methods (MacKinnon, Lockwood, & Williams, 2004). 
Nevitt and Hancock (2001) suggest that a bootstrapping sample of 250 should be 
adequate for such analysis, although DiCiccio and Efron (1996) argue that 
bootstrapping samples of greater than 250 are required to get more precise 
bootstrapping confidence intervals. Past marketing research studies have generally 
conducted 2,000 bootstrap samples using 95 per cent confidence intervals to 
calculate indirect effects in SEM (Bartikowski & Walsh, 2011; Strizhakova, 
Coulter, & Price, 2011) and this guideline is followed in this thesis, that is, 2,000 
bootstrapping samples are used. 
 
4.4.5.8 Testing Common Method Variance (CMV) 
Common method variance (CMV) is the variance that is attributable to the 
measurement method rather than to the constructs the measures represent 
(Podsakoff, MacKenzie, Lee, & Podsakoff, 2003). Chang et al. (2010) argued that 
CMV may be present when all independent and dependent data are sourced from 
the same respondents, because respondents might provide data that are internally 
consistent, rather than reflecting actual outcomes. Although some previous studies 
have argued that even if CMV exists, it does not bias results of relationships 
(Conway & Lance, 2010; Doty & Glick, 1998). 
As all data in this thesis were self-reported there is a possibility that CMV was 
introduced. This was assessed using post hoc empirical tests (Podsakoff et al., 
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2003; Richardson, Simmering, & Sturman, 2009), following Chang et al.’s (2010) 
and Podsakoff et al.’s (2003) guidelines. These tests included: (i) Harman single 
factor test; (ii) one factor CFA; and (iii) comparison of the structural model with 
and without the introduction of a latent CMV variable. The details of these tests 
and associated results are presented in Section 5.7.2. It is recognised that post hoc 
testing of CMV could alternatively had been controlled by obtaining measures of 
the predictor and criterion variables from different sources (Podsakoff et al., 2003). 
Unfortunately, within this thesis, this was not possible because the anonymous 
nature of the survey precluded matching any organisational data with individuals’ 
responses, if such data were made available by the organisation. 
 
 
4.5 Conclusion 
The chapter started with discussion of the underlying methodological approach 
undertaken in this thesis (Section 4.2), which was a positivist approach using 
quantitative methodologies. A survey method was identified as the most 
appropriate for data collection, as this has been used in previous IM studies. The 
survey method also has the advantage of dealing directly with the nature of 
people’s thoughts, opinions and feelings, making it suitable for collecting the data 
required to test the theoretical model proposed in this thesis. Data were collected 
using self-administered questionnaires, as the method is cost-effective and reduces 
interviewer bias. Additionally, as the survey was conducted in Bangladesh, a 
developing country, and some of the respondents may have had limited access to 
the internet, a traditional ‘pen and paper’ self-administered survey was used in 
preference over other methods such as an online self-administered survey. All 47 
scale items used for measuring the constructs in the proposed conceptual model 
were drawn from previous IM studies, which should increase their validity. The 
overall aim of the thesis was two-fold. First, determine whether FLEs’ perception 
of IM programs influenced their views about IMO, and, second, the thesis sought 
to determine if IM programs and IMO, as perceived by FLEs, impacted on FLEs’ 
job outcomes. Therefore, a suitable unit of analysis was deemed to be individual 
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FLEs. This chapter also provided justification for the sampling frame of this 
research which consisted of all FLEs working for a large insurance organisation in 
Bangladesh, as past research has been conducted in a number of countries and has 
used financial institutions as well. Ethical considerations were integrated into this 
thesis by following the Australian National Statement on research ethics and 
obtaining approval from the Deakin University ethics committee. A summary of 
the data analysis methods used to test the hypotheses in this thesis has been 
discussed and included: (1) preliminary data analysis; (2) use of a two-stage 
structural equation modelling (SEM) process which was carried out to validate and 
test the relationship between the constructs in the proposed model; (3) making 
modifications to achieve acceptable model fit indices; (4) bootstrapping for 
addressing multi-variate non-normality in the data; and (5) post hoc statistical 
testing to identify whether CMV occurs. The discussion with issues relating to 
justification of these analysis and their results is provided in Chapter Five. 
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CHAPTER FIVE 
ANALYSIS AND RESULTS 
 
5.1 Introduction 
Chapter Four has discussed the research method and Chapter Five discusses the 
analysis and associated results. The chapter is divided into nine sections. Following 
Section 5.1, the introduction, the chapter details the data coding procedure in 
Section 5.2, which then proceeds to the discussion of data screening and looks at 
missing data and normality in Section 5.3. Section 5.4 discusses the response rate 
and sample characteristics of the data. Section 5.5 overviews the two-stage 
process, using the structural equation model (SEM) undertaken in this thesis. The 
first stage is discussed in Section 5.6, which tests the measurement models for the 
constructs within the model and includes examining reliability, uni-dimensionality 
and construct validity assessment for each construct. Section 5.7 and Section 5.8 
detail the second stage of the SEM analysis, which is the testing of the full 
structural model. This includes a discussion of validity of the structural model, fit 
indices, assessment of common method variance, and impact of the respondent’s 
demographic characteristics on the five key constructs of the structural model 
(Section 5.7). This is then followed by evaluating the structural model fit and 
testing of the path effects related to direct and indirect hypotheses (Section 5.8). A 
summary of the chapter is presented in Section 5.9. 
 
5.2 Data Coding 
Data coding is defined as the ‘categorisation and numbering of responses (Aaker et 
al., 2007, p. 380). Hair et al. (2012) suggest coding for surveys might involve the 
assignment of numerical values (such as scales ranging from 1 to 7) to each 
individual’s response to each question item. The coding schema can be allocated 
before administering the survey (i.e., pre-coded), or after the data have been 
collected, but before they have been entered for analysis (i.e., post-coded) (Aaker 
et al., 2007). In this thesis, all question items used within the survey (see Appendix 
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C) were pre-coded with numerical values. For example, the responses to questions 
were rated on a 7-point Likert scale, which were coded in the following manner 1 
= strongly disagree, to 7 = strongly agree. For the broad demographic items, each 
response category for each question was allotted a number. For example, the 
gender variable was coded, with 1 representing ‘Male’ and 2 representing 
‘Female’. The coding allowed the transference of data from the paper and pencil 
based survey questionnaire to a data file created in the SPSS software for further 
analysis. 
 
5.3 Data Screening 
Following the pre-defined coding schema, data were manually directly entered into 
the SPSS software program. The data file was then imported into SPSS. Screening 
of the data was conducted prior to further advanced analysis. The data screening 
procedure used in this thesis involved the assessment of missing data (Section 
5.4.1), and testing of data univariate and multi-variate normality (Section 5.4.2). 
 
5.3.1 Treatment of Missing Data 
Missing data generally arises when a respondent fails to answer one or more 
survey questions (Hair et al., 2012). It is uncommon to obtain data sets without 
some missing data (Hair et al., 2003). Missing data can significantly impact on the 
relationship between variables if missing values occur at a rate in excess of 10% 
for any single item (Malhotra, 2010). The amount of missing data present for each 
item was screened and indicated that none of the items had more than 5% of 
missing data (see Appendix D for the results of the missing data analysis) which is 
considered acceptable (Churchill, 1995). One of the key requirements to conduct 
SEM was to have a full set of data without any missing values (Arbuckle, 2011). 
Therefore, a strategy had to be developed to deal with the missing items that did 
occur. 
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A number of techniques have been suggested to replace missing data, including 
mean value replacement, pairwise deletion, list-wise deletion and, estimation-
maximisation (Holmes-Smith et al., 2006; Kline, 2005). As SEM uses covariance 
matrices to determine relationships, substituting mean values (i.e., mean value 
replacement) might shrink the variances of the variables involved, therefore, a 
mean value replacement technique is not recommended (Holmes-Smith et al., 
2006). Furthermore, Peters and Enders (2002) argue that list-wise or pairwise 
deletion is also not suitable for SEM because these methods might result in biased 
parameter estimates and inflated Chi-square values. Therefore, SEM literature 
suggests that estimation-maximisation, which estimates the means, covariance 
matrix and the correlation of quantitative variables with missing values using an 
iterative process, is the most appropriate and suitable technique for replacing 
missing values in SEM (Byrne, 2010; Holmes-Smith et al., 2006; Kline, 2005). 
The process is also appropriate for data sets with less than 5% of missing data 
(Kline, 2005). Therefore, this thesis used the expectation maximisation (EM) 
technique in SPSS (Version 20) for replacing any missing values in the data set. 
 
5.3.2 Assessment of Normality 
Bagozzi & Yi (2012) suggest that normality of the data set should be assessed 
before undertaking SEM analysis. Testing for normality verifies whether the 
sample responses have a bell shaped symmetrical normal distribution (i.e., normal 
curve) (Hair et al., 2012). Two levels of assessment might be undertaken for 
testing non-normality in the data set: (i) univariate; and (ii) multi-variate normality. 
Univariate normality is concerned with distribution of the individual variables, 
whereas, multi-variate normality is concerned with joint distribution of any 
combination of variables (Kline, 2005). Kline (2005) suggests that, in most 
instances, multi-variate non-normality might be detectable through testing of the 
univariate distribution of items, although multi-variate non-normality might occur 
even if the data set exhibits univariate normality (Bagozzi & Yi, 2012). Given that 
this thesis uses SEM, which assumes the dataset is both univariate and multi-
 
 
178 
 
variate normal, both univariate and multi-variate normality needed to be assessed 
(Byrne, 2010; Kline, 2005). 
Univariate non-normality can be assessed through analysing values of kurtosis and 
skewness (Kline, 2005). Kurtosis assesses the comparative peak or flatness of the 
distribution, whereas skewness measures the distribution symmetry with the mean 
(Malhotra, 2010). Kline (2005) suggests that an absolute value of the kurtosis 
index greater than 10.0 may suggest a problem, and values greater than 20.0 may 
indicate a more serious concern for univariate non-normality in the data set. An 
inspection of both skewness and kurtosis for both individual items and their 
respective composite variables using Version 20 of SPSS indicated that the 
absolute values were within the recommended levels (see Table 5.1 and Table 5.2), 
suggesting univariate normality of the data set. Table 5.1 presents the descriptive 
statistics for the individual items used for measuring the variables, whereas Table 
5.2 presents the composite variables used in the structural model of this thesis. 
Section 4.4.5.4 provided a discussion on how factor weighted scores were used in 
this thesis to create the composite variables. 
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Table 5.1: Descriptive Scale Items Used 
Initial Item Wording Mean SD Skewness Kurtosis 
CF1 Usually, my contact with my company 
involves doing things “by the book” 
5.69 .98 -.58 .35 
CF2 If a rule does not cover some situation, 
we don’t make up informal rules for 
doing things as we go along 
5.68 .95 -.74 .62 
CF3 Most things in our company are covered 
by some formal procedure for doing it 
5.67 .80 -.16 -.22 
CF4 Contact with management is on a formal, 
pre-planned basis 
5.52 .89 -.40 1.4 
CF5 I don’t reach informal agreements by 
ignoring rules of our company to handle 
some situations 
5.80 .86 -.81 1.3 
CF6 When rules and procedures exist in my 
company, they are usually in written 
format 
5.75 .88 -.19 -.46 
EMP1 Management allows me to use my own 
judgement in solving problems 
5.56 1.0 -.52 .23 
EMP2 Management encourages me to take 
initiatives 
5.80 1.0 -.59 -.17 
EMP3 Management allows me a high degree of 
initiative 
5.67 1.0 -.49 -.11 
EMP4 Management trusts me to exercise good 
judgement 
5.80 .99 -.53 -.08 
PDM1 Decisions are made at the frontline here 5.62 .90 -.51 .08 
PDM2 Frontline employees and top management 
tend to hammer out issues together in this 
organisation 
5.52 .98 -.49 .441 
PDM3 Management actively seeks my ideas all 
the time 
5.39 .90 -.08 -.08 
PDM4 Management makes decisions taking into 
consideration what frontline employees 
think 
5.54 .96 -.05 -.66 
INGEN1 In our company, management try to find 
out what employees want 
5.77 .80 -.04 -.24 
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INGEN2 In our company, when an employee is not 
acting normally, management tries to find 
out if they have a problem 
5.72 .74 -.035 -.134 
INGEN3 In our company, management try to find 
out the employees’ true feelings about 
their work 
4.89 1.1 -.41 .11 
INGEN4 In our company, management often talk 
to the employees to ask about aspects of 
their work 
5.68 .73 .11 -.21 
INGEN5 In our company, there are regular 
meetings between managers and 
employees to discuss matters that the 
employees wish to address 
4.78 1.4 -.54 -.65 
INGEN6 In our company, management meet with 
employees to discuss the employees’ 
future expectations regarding their work 
5.74 .74 -.04 .13 
INGEN7 In our company, management meet with 
the employees to try to find out 
everything that makes them feel satisfied 
with their work 
5.82 .74 -.31 .23 
INCOM1 In our company, management normally 
meet with the employees to inform 
matters relating to the organisation 
(objectives, strategies etc.) 
5.55 1.1 -.41 -.39 
INCOM2 In our company, management normally 
inform their employees about aspects 
affecting their work environment 
5.57 1.1 -.81 .18 
INCOM3 In our company, management inform all 
the employees 
5.71 1.0 -.42 -.19 
INCOM4 The company’s authority inform the 
employees about work problems that they 
have verified earlier 
5.33 1.2 -.67 -.06 
INRES1 In our company, when management find 
out that their employees are not happy 
with their management they take the 
appropriate corrective measures 
5.77 1.1 -.44 -.79 
INRES2 In our company, when management 
receive suggestions from the employees 
they make an effort to implement them 
5.66 .96 -.07 -.82 
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INRES3 In our company, management change 
their action when the employees 
communicate their dissatisfaction 
5.58 .94 -.40 .19 
INRES4 After informing the employees, 
management act to improve working 
conditions 
5.55 1.1 -.56 .39 
INRES5 Management behave in accordance with 
what employees have been led to expect 
5.64 .95 -.38 -.02 
OI1 When someone criticises this company, it 
feels like a personal insult 
5.58 .80 -.27 .205 
OI2 I am very interested in what others think 
about our company 
5.47 .86 -.20 .19 
OI3 When I talk about this company, I usually 
say “we” rather than “they” 
5.51 .82 -.41 1.1 
OI4 This organisation’s successes are my 
successes 
5.59 .83 -.31 .06 
OI5 When someone praises this company, it 
feels like a personal compliment 
5.55 .83 -.39 .20 
OI6 If a story in the media criticised this 
company, I would feel embarrassed 
4.83 1.2 -.69 .26 
JS1 Satisfaction with overall job 5.88 .77 -.13 -.62 
JS2 Satisfaction with management 5.75 .85 -.08 -.60 
JS3 Satisfaction with the organisation’s 
policies 
5.77 .82 -.13 -.61 
JS4 Satisfaction with support from the 
company 
5.79 .83 -.30 -.26 
JS5 Satisfaction with opportunities for 
advancement 
5.73 .80 .03 -.69 
COB1 I am always working to improve the 
service I give to customers 
5.88 .69 -.07 -.38 
COB2 I have specific ideas about how to 
improve the service I give to customers 
5.90 .67 -.01 -.50 
COB3 I often make suggestions about how to 
improve customer service in my 
department 
5.82 .68 -.02 -.35 
COB4 I put a lot of effort into my job to try to 
satisfy customers 
5.95 .71 -.01 -.56 
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COB5 No matter how I feel, I always put myself 
out for every customer I serve 
5.86 .70 -.10 -.32 
COB6 I often go out of my way to help 
customers 
5.90 .65 -.03 -.33 
 
 
Table 5.2: Descriptive Statistics for Variables (Composited) 
Constructs Mean Std. Deviation Skewness Kurtosis 
Empowerment 5.73 .89 -.70 .13 
Communication formalisation 5.70 .71 -.45 -.27 
Participation in decision-making 5.53 .80 -.39 -.13 
Internal generation of information 5.7553 .60 -.20 .78 
Internal communication 5.55 .95 -.50 -.29 
Internal responsiveness 5.64 .80 -.13 -.76 
Organisational identification 5.55 .70 -.24 .32 
Job satisfaction 5.80 .68 -.14 -.61 
Customer-oriented behaviour 5.90 .57 -.24 -.45 
 
Multi-variate normality for the data set is assessed using Mardia’s (1970) multi-
variate kurtosis statistic (Kline, 1995). Output from AMOS 20 (see Appendix E) 
shows the data set used in this thesis violated the non-normality assumption, as 
Mardia’s statistics were larger than the cut-off of 10 (i.e., 35.64). While the 
maximum likelihood estimation (MLE) technique used in this thesis to estimate 
parameters in SEM is robust to multi-variate non-normality (Finch, West, & 
MacKinnon, 1997; Iacobucci, 2010), Bagozzi and Yi (2012) recommend 
undertaking steps that amend for multi-variate non-normality within SEM analysis.  
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As was discussed in Section 4.4.5.7, multi-variate non-normality can be addressed 
through the bootstrapping technique, which explicitly assumes a lack of normality 
and, by undertaking multiple sub-samples from the data, provides a stronger 
accuracy of confidence intervals (Byrne, 2010; Hancock & Liu, 2012). Further, 
standard errors of parameter estimates were also calculated using the bootstrap 
bias-corrected method (i.e., using 2,000 bootstrap samples), and significance tests 
were conducted using 95% confidence intervals derived from this method 
(Strizhakova et al., 2011). As was discussed in Section 4.4.5.7, these steps 
amended for any bias in the parameter estimate of the path results (for both direct 
and indirect effects) and fit indices that would otherwise occur because of multi-
variate non-normality in the data. 
 
5.4 Response Rate and Sample Characteristics 
The previous sections discussed issues related to data screening. The following 
Sections, 5.4.1 and 5.4.2, discuss the survey response rate and the sample’s 
demographic characteristics. 
 
5.4.1 Response Rate 
As was discussed in the method chapter, Section 4.4.3, the data used in this thesis 
are generated from FLEs (i.e., salespeople) working for a large general insurance 
company in Bangladesh. The pen and paper survey was undertaken during the 
quarterly sales meetings between 15 November and 20 December 2011, which 
took place in the company’s nine regional head offices located across Bangladesh. 
Surveys were also distributed at the company’s half-yearly sales meeting to capture 
potential respondents who were not present at the regional meetings. FLEs who 
had previously responded were asked not to complete the survey again. 
In total, 563 self-administered survey questionnaires were distributed among all the 
general insurance company’s frontline salespeople. 297 surveys were returned 
directly to the researcher. Two surveys were incomplete (i.e., more than 80% of 
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items were unanswered) and they were excluded. There were 295 (52.4%) usable 
questionnaires which were used in the data analysis, 97% of the 286 completed 
surveys were collected at the regional sales meetings and 3% (i.e., 9 respondents) 
were collected at the half-yearly annual sales meeting. The response rate obtained 
in this thesis (i.e., 52%) is deemed appropriate as other studies sampling frontline 
customer contact employees had similar or lower response rates (Babakus et al., 
2003; Grizzle et al., 2009; Lee et al., 2006; Paswan, Pelton, & True, 2005). In 
addition, the power analysis (discussed in Section 5.7) showed that 295 
respondents (i.e., 52%) were adequate to test the conceptual model of this thesis 
using structural equation modelling. 
 
5.4.2 Sample Characteristics 
This section describes the samples’ broad demographic characteristics (see Tables 
5.3 and 5.4). As indicated in Table 5.3, of the sample 203 were males (69%) and 
92 females (31%), reflecting the heavy male orientation in the participating 
insurance company. The majority of respondents had a bachelor’s degree (66%), 
with 14% having completed higher secondary school, 13% having a postgraduate 
degree, and 7% having completed a diploma. 
Table 5.3: Demographic Description (Categorical Variables) 
Characteristics Category Number (N=295) Percentage (%) 
Gender Female 92 31.2 
 Male 203 68.8 
    
Education Higher Secondary 41 13.9 
 Diploma 21 7.1 
 Bachelors 195 66.1 
 Postgraduate 38 12.9 
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Table 5.4 indicates that the average respondent’s age within the sample was 35 
(std. dev. = 6.5), and they had worked in the financial services industry, on 
average, for 7.2 years (std. dev. = 4.6) and had worked as salespeople within the 
targeted organisation, on average, for 4.7 years. (std. dev. = 1.9). 
Table 5.4 Demographic Description (Years) (Numeric Variable) 
 
Characteristics 
 
Mean 
Standard 
Deviation 
 
Range 
 
Minimum 
 
Maximum 
Age 35 6.5 31 23 54 
      
Experience in 
Organisation 
4.7 1.8 13 1 14 
      
Experience in 
Financial Services 
7.29 4.6 24 1 25 
 
 
5.5 Structural Equation Modelling (SEM) Analysis 
As was discussed in Section 4.4.5.2, this thesis uses a two-stage SEM analysis: (i) 
testing of the measurement model; and (ii) testing the full structural equation 
model testing (Anderson & Gerbing, 1988; Byrne, 2010; Hair et al., 2006). Table 
5.5 outlines the steps undertaken in this thesis in each stage of the two-stage SEM 
process. The discussion of the testing of the measurement models (Stage One), and 
full structural model (Stage Two), are provided in Section 5.6 and Section 5.7, 
respectively. 
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Table 5.5: Detailed Steps of the Two-Stage SEM Analysis 
Stage One 
Measurement Model Testing of IM programs and IMO Constructs 
 
Steps Reflective Models Description Illustration 
Step 
One 
Congeneric First-
order Measurement 
Model 
Congeneric first-order measurement models 
are the simplest form of a ‘measurement 
model’ where a single latent variable1 is 
reflected by its underlying observed 
indicators/items. 
 
The confirmatory factor analysis (CFA) fit 
measures of the congeneric measurement 
models are viewed as confirming the 
construct validity of the domain or the 
construct of specific interest (Hair et al., 
2006; Holmes-Smith et al., 2006). 
  
                                                          
1 Latent Variables refer to those constructs which cannot be measured directly but can be represented or measured by one or more underlying observable 
variables. 
Note: The symbols λ and β represent path effects, and δ represents the error term in the example pictures. 
 
 
187 
 
Step 2 Multi-factor First-
order Measurement 
Model 
In a multi-factor first-order measurement 
model, two or more first-order congeneric 
measurement latent models are correlated to 
each other for conducting confirmatory 
factor analysis (CFA) (see, Okun, Barr, & 
Herzog, 1998; Babin, Boles, & Robin, 
2000). 
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Step 3 Higher (i.e., Second) 
Order Model 
In a higher (i.e., second-order) model, the 
correlations among the first-order factors 
are, due to their common dependence, 
related to a higher-order abstract construct 
(Bagozzi & Heatherton, 1994; Babin et al., 
2000). 
 
The multi-factor model (Step 2) and the 
second-order model (Step 3) should have 
similar results, and CFA of the latter model 
(second-order model) is carried out to 
confirm that both models hold. 
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Step 4 First-order 
Congeneric 
Measurement Model 
(with underlying 
dimensions 
composited) 
If the multi-factor CFA model shows 
acceptable fit then it is adequate to 
composite (i.e., combine into one variable) 
the respective items of the first-order 
constructs to form three separate observed 
variables (for example, see Hair et al., 2006; 
Holmes-Smith et al., 2006; Donavan, 
Brown, & Mowen, 2004; Menguc, Auh, & 
Uslu, 2013). 
 
 
 
Stage One (continued) 
Measurement Model Testing of FLE’s OI, JS and COB Constructs 
 
Step 1 
(for 
OI, JS 
and 
COB) 
Congeneric First-
order Measurement 
Model 
Congeneric first-order measurement models 
are the simplest form of a ‘measurement 
model’ where a single latent variable is 
reflected by its underlying observed 
indicators/items. 
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Stage Two 
Full Structural Model  
Steps Model Description Illustration 
Step 1 
(one 
step 
only) 
Structural Model SEM explains the pattern of a series of inter-
related dependence simultaneously between 
latent or unobserved constructs, with each 
construct measured by one or more observed 
items (Hair et al., 2006). 
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5.6 Testing of Measurement Models (Stage One) 
Arbuckle (2011, p. 83) explains that a measurement model is “the portion of the 
model that specifies how the observed variables depend on the unobserved, or 
latent, variables”. The measurement model thereby specifies the form by which 
each item loads onto a particular construct or variable (i.e., either with latent or 
composite variables) (Arbuckle, 2011; Byrne, 2010). According to Hair et al. 
(2006), a measurement model contributes in two different ways. First, it specifies 
the indicators (i.e., specific items or survey questions) for each construct and, 
second, it enables an assessment of construct validity (construct validity was 
discussed in Section 4.4.5.5.2). 
Confirmatory factor analysis (CFA) using AMOS 20 was undertaken on all 
individual congeneric measurement models (Steps 1, 2, 3, 4 of Stage One in Table 
5.5) before analysing the full structural equation modelling (Step 1 of Stage Two in 
Table 5.5) (Anderson & Gerbing, 1988; Hair et al., 2006). The CFAs used to assess 
the measurement model for each construct in this thesis are evaluated based on 
their uni-dimensionality, reliability and validity (Byrne, 2010; Hair et al., 2006). 
Uni-dimensionality of a construct indicates that a set of measured variables (i.e., 
indicators) assesses one underlying construct. Hair et al. (2006) argue that uni-
dimensionality is demonstrated when the indicators of a construct have acceptable 
fit on a single-factor model (the acceptable fit values used in this thesis for 
evaluating the measurement and structural models are described in Section 
4.4.5.6). Reliability is determined based on the consistency of measurement (i.e., 
part of a measure that is free of purely random error (Holmes-Smith et al., 2006), 
whereas, construct validity is the extent to which indicators of a construct measure 
what they are supposed to measure (Bagozzi & Yi, 2012). Reliability and validity 
results are reported for all measurement models and the full structural model of this 
thesis. The output (i.e., based on their uni-dimensionality, reliability and validity) 
of the CFAs assisted in identifying whether any modifications were required within 
the measurement models, before conducting the full structural equation model 
(Kline, 2005). As discussed in Section 4.4.5.4, a low SMC value (i.e., less than 
0.3) for an observed variable (i.e., item) indicated that the variable has little in 
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common in regard to statistical variation with the construct it reflected and, thus, 
was dropped from the analysis (Holmes-Smith et al., 2006). Furthermore, 
modification indices (MI) values (reported as part of AMOS 20 output) might 
indicate whether adding a path to a model (i.e., linking variables) or allowing error 
terms between variables to be correlated, would improve the measurement model 
fit, athough it has been suggested that this refinment process may be problematic 
(Bagozzi & Yi, 2012; Byrne, 2010; Holmes-Smith et al., 2006). 
The following sections detail the steps of Stage One of the SEM analysis (see 
Table 5.5), related to testing of the measurement models for each construct 
included within the conceptual model experience of IM programs (Section 5.6.1), 
perception of IMO (Section 5.6.2), job satisfaction (Section 5.6.3), organisational 
identification (Section 5.6.4), and customer-oriented behaviour (Section 5.6.5). 
 
5.6.1 Measurement Models for Experience of IM Programs 
As was discussed in Section 3.3, experience of IM programs is viewed as the set of 
human resource activities focused on internal marketing, which are experienced by 
FLEs as a set of initiatives (Gounaris, 2008a ; Thomson, 1990). Therefore, FLEs’ 
experience of IM programs was treated as a first-order reflective latent construct in 
the structural model (Figure 5.23) comprising three composited sub-dimensions: (i) 
communication formalisation between FLEs and management; (ii) empowerment; 
and (iii) participation in decision-making. To confirm that IM programs are a first-
order reflective construct comprising these three sub-dimensions, a series of CFAs 
were conducted (Steps 1, 2, 3, 4 of Stage One in Table 5.5). 
A separate CFA was conducted on each of the three sub-dimensions of experience 
of IM programs (i.e., empowerment, participation in decision-making and 
communication formalisation) as individual congeneric first-order reflective 
measurement models (Step 1 of Stage One in Table 5.5). The next step (Step 2 of 
Stage One in Table 5.5) involved a CFA using the three sub-dimensions of 
experience of IM programs within a multi-factor measurement model (i.e., the 
three first-order latent constructs were correlated with each other) (Section 
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5.6.1.4). A CFA was also conducted on the three sub-dimensions of experience of 
IM programs where it was modelled as a higher (i.e., second-order) reflective 
construct comprising the three underlying first-order reflective latent constructs 
(Step 3 of Stage One in Table 5.5). This was done to address the fact that 
perception of IM programs held when it was conceptualised as a higher (i.e., 
second) order construct (Anaza & Rutherford, 2012; Babin, Boles, & Robin, 2000; 
Byrne, 2010; Gounaris, 2008a) (Section 5.6.1.4), because employees experience a 
set of programs simultaneously. 
When higher-order CFAs (i.e., both multi-factor and second-order CFAs) 
demonstrate good fit, and the first-order factors significantly load on the higher-
order construct, it is appropriate to develop composite variables based on the items 
of respective first-order constructs, which should achieve parsimonious results in 
the full structural model (Donavan et al., 2004; Menguc, Auh, & Uslu, 2013). 
Therefore, the first-order latent variables of IM programs were combined to form 
three separate composite factors (i.e., empowerment, participative decision-making 
and communication formality) (Step 4 of Stage One in Table 5.5). Section 5.6.1.4 
details this approach. Step 4 (see Table 5.5) then involved conceptualising the 
experience of IM programs as a first-order reflective latent construct comprised of 
three underlying composited variables (i.e., sub-dimensions) empowerment, 
participation in decision-making, and formalisation in communication (see Figure 
5.7). The sections that follow provide results of the series of CFA conducted to 
confirm whether experience of IM programs holds as a first-order reflective 
measurement model in this thesis. 
 
5.6.1.1 Measurement Model for Communication Formalisation 
A one factor first-order congeneric measurement model (i.e., congeneric model 
meaning the indicator variables associated with any one factor reflect the same 
generic true score, however, contributing to the factor in varying degrees) 
(Holmes-Smith et al., 2006) was developed and tested for communication of 
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formalisation (CF) construct (see Step 1 of Stage One in Table 5.5 and Figure 5.1). 
This was measured using six items, which are listed in Table 5.6 (Section 4.4.1.1). 
The results of the CFA for the one factor congeneric measurement model for 
communication formality (see Table 5.6) show acceptable fit statistics (F2 /df = 2.3, 
CFI = .95, TLI = .94, RMSEA = .06) (see Section 4.4.5.6 on acceptable fit 
statistics) (Byrne, 2010; Hair et al., 2006; Holmes-Smith et al., 2006) and, thus, the 
uni-dimensionality of the measurement model (Hair et al., 2006; Kline, 2005). The 
squared multiple correlation (SMC) values for all the items measuring 
communication formalisation were above 0.3 and, thus, all items in the 
measurement model were retained for inclusion in the construct. Both composite 
reliability (CR) and Coefficient H were above the acceptability range of 0.7 (see 
Section 4.4.5.5 on acceptable reliability values) (Holmes-Smith et al., 2006; 
Jöreskog & Sörbom, 1989). Holmes-Smith et al. (2006) argue that, for a one factor 
congeneric measurement, the goodness-of-fit statistic is viewed as confirming the 
construct validity of the construct of specific interest and, thus, communication 
formalisation has construct validity. The average variance extracted (AVE) (see 
Section 4.4.4.5 for the discussion of AVE) values were above 0.5 for the 
communication formalisation model, which also provides evidence of construct 
validity. Therefore, no further refinements or modifications to this construct were 
needed, as the CFA results indicated the measurement model fitted well. 
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Figure 5.1: One Factor Congeneric Measurement Model for Communication 
Formalisation 
 
Table 5.6: Summary of Communication Formalisation Measurement Model 
 
Notes: F2/df (Chi-square/degree of freedom) = normed Chi-square; CFI = comparative fit 
index; TLI = Tucker-Lewis Index; RMSEA = root mean square error of approximation. 
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5.6.1.2 Measurement Model for Empowerment 
This section details the empirical testing of the one factor first-order congeneric 
measurement model for empowerment (EMP) (Figure 5.2). As discussed in 
Section 4.4.1.1, empowerment was measured using four items (see Table 5.7). 
Table 5.7 indicates there was acceptable fit for the measurement model (F2 /df = 
1.08, CFI = 1.0, TLI = .99, RMSEA = .01), confirming both uni-dimensionality 
and validity (Byrne, 2010; Hair et al., 2006; Holmes-Smith et al., 2006). The 
squared multiple correlation (SMC) values for all the items measuring 
empowerment were above the acceptable value of 0.3 (see Table 5.7) (Holmes-
Smith et al., 2006) and, thus, were retained. The test for CR and Coefficient H 
were also above the acceptability range of 0.7 (Holmes-Smith et al., 2006; 
Jöreskog & Sörbom, 1989). Additionally, the AVE value was above 0.5 for the 
empowerment measurement model, providing further evidence of construct 
validity. As the CFA of the empowerment measurement model fit the data, no 
further refinement or modifications were needed. 
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Figure 5.2: One Factor Congeneric Measurement Model for Empowerment 
 
 
Table 5.7: Summary of Empowerment Measurement Model 
Item 
Initial 
Item 
Wording 
Squared Multiple 
Correlations (SMC) 
EMP1 1. Management allows me to use my own 
judgement in solving problems 
.61 
EMP2 2. Management encourages me to take 
initiatives 
.72 
EMP3 3. Management allows me a high degree 
of initiative 
.64 
EMP4 4. Management trusts me to exercise good 
judgement 
.72 
 
Composite Reliability (CR) = 0.89; Coefficient H = 0.90; Average Variance Extracted 
(AVE) = 0.68. 
 
 Fit Indices for Measurement Model 
 F2/df CFI TLI RMSEA (pClose) 
Model  1.08(F2= 2.17, df=2) 1.0 0.99 0.01 (0.56) 
Notes: F2/df (Chi-square/degree of freedom) = normed Chi-square; CFI = comparative fit 
index; TLI = Tucker-Lewis Index; RMSEA = root mean square error of approximation. 
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5.6.1.3 Measurement Model for Participation in Decision-making 
This section details the one factor congeneric measurement model of participation 
in decision-making (PDM) (Figure 5.3). As mentioned in Section 4.4.5.6, 
participation in decision-making was measured using four items (see Table 5.8). 
The normed Chi-square (F2 /df = 3.2) was slightly above the acceptable value of 
3.0, however, the other fit measures (i.e., TLI, CFI and RMSEA) suggested that the 
one factor congeneric measurement model CFA of participation in decision-
making (Table 5.8) is acceptable (F2 /df = 3.2, CFI = .99, TLI = .97, RMSEA = 
.09). The fit indices of the measurement model confirmed both uni-dimensionality 
and validity of the participation in decision-making (PDM) construct (Byrne, 2010; 
Hair et al., 2006; Holmes-Smith et al., 2006). The squared multiple correlation 
(SMC) values for all the items were above the acceptable value of 0.3 (see Table 
5.8) (Holmes-Smith et al., 2006), thus, all four items were retained. Composite 
reliability (CR) and Coefficient H were also above the acceptability range of 0.7 
for the construct (Holmes-Smith et al., 2006; Jöreskog & Sörbom, 1989). 
Additionally, the AVE values were above 0.5 for the one factor congeneric 
measurement model of participation in decision-making. The acceptable value of 
AVE provided evidence of the construct validity. As the CFA of the participation 
in decision-making measurement model fitted the data, no further refinement or 
modifications were needed. 
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Figure 5.3: One Factor Congeneric Measurement Model for Participation in 
Decision-making 
 
Table 5.8: Summary of Participation in Decision-making Measurement Model 
Item 
Initial 
Item 
Wording 
Squared Multiple 
Correlations (SMC) 
PDM1 1. Decisions are made at the frontline here .66 
PDM2 2. Frontline employees and top management 
tend to hammer out issues together in this 
organisation 
.70 
PDM3 3. Management actively seeks my ideas all the 
time 
.54 
PDM4 4. Management makes decisions taking into 
consideration what frontline employees think 
.57 
Composite Reliability (CR) = 0.86; Coefficient H = 0.87; Average Variance Extracted 
(AVE) = 0.62. 
 
 Fit Indices for Measurement Model 
 F2/d.f.  CFI  TLI RMSEA (pClose) 
Model  3.2 (F2=6.4, df=2) 0.99 0.97 0.09 (0.11) 
Notes: F2/df (Chi-square/degree of freedom) = normed Chi-square; CFI = comparative fit 
index; TLI = Tucker-Lewis Index; RMSEA = root mean square error of approximation. 
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5.6.1.4 Confirmatory Factor Analysis (CFA) for Experience of IM programs 
The previous Sections, 5.6.1.1, 5.6.1.2 and 5.6.1.3, provided support for the 
validity and reliability of empowerment, participation in decision-making and 
communication formalisation as first-order congeneric measurement models. As 
mentioned earlier in Section 5.6.1, FLEs’ experience of IM programs is 
conceptualised as a first-order reflective latent construct (Step 4 of Stage 1 in Table 
5.5) because this thesis it focuses on FLEs’ overall experience with IM programs 
and not how they relate to specific components. The rationale is that employees 
experience an integrated set of IM programs comprising a variety of alternative 
activities, and thereby these programs are experienced (i.e., assessed) as a set of 
activities (Gounaris, 2008a). Previous studies have also conceptualised IM 
programs as first-order reflective latent constructs (Anaza & Rutherford, 2012; 
Gounaris, 2008a; 2008b). As indicated in Table 5.5, Step 2 (multi-factor 
modelling) and Step 3 (second-order modelling) were undertaken before 
confirming Step 4 of Stage One (i.e., IM programs were modelled as a first-order 
reflective construct comprised of three composited sub-dimensions).The 
discussions that follow detail Step 2 (i.e., multi-factor CFA) and Step 3 (i.e., 
second-order CFA) of Stage One for the IM programs construct. 
As indicated in Table 5.9, the fit indices for the multi-factor model of IM programs 
are acceptable (F2 /df = 2.79, CFI = .94, TLI = .93, RMSEA = .07). The multi-
factor model also demonstrates both convergent as well as discriminant validity, as 
indicated in Table 5.10. First, convergent validity was demonstrated for the model 
as all standardised loadings of constructs were greater than .50 and statistically 
significant (see Figure 5.4) (Kline, 2005). Second, discriminant validity was tested 
using Fornell and Larcker’s (1981) approach, which suggests that the AVE for 
each construct is greater than the squared correlation between constructs, thus 
demonstrating discriminant validity. This requirement was met for the multi-factor 
model with the AVE extracted ranging from 0.52 to 0.66 (see Table 5.10). 
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Table 5.9: Model Fit Indices of IM Programs as Multi-Factor Model 
 Fit Indices for Multi-Factor Model 
 F2/df  CFI TLI RMSEA (pClose)  
Model  2.79 (F2 = 206, df = 74) 0.94 0.93 0.07 (0.05) 
Notes: F2/df (Chi-square/degree of freedom) = normed Chi-square; CFI = comparative fit 
index; TLI = Tucker-Lewis Index; RMSEA = root mean square error of approximation. 
 
Table 5.10: Descriptive Statistics and Correlation Table (IM Programs) 
 
Variables 
 
Mean 
Standard 
Deviation 
 
1.PDM 
 
2.EMP 
 
4.CF 
1. Participation in Decision-making 
(PDM) 
5.52 .80 0.62*   
2. Empowerment (EMP) 5.72 .88 0.69 0.67*  
3. Communication Formalisation 
(CF) 
5.69 .71 0.62 0.68 0.52* 
Note: *Fornell and Larcker’s average variance extracted (AVE). 
 
 
Figure 5.4: CFA of IM Programs as Multi-Factor Model 
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Okun, Barr and Herzog (1998) point out that the conceptual difference between 
first-order multi-factor and higher (or second) order models is based on the 
assumption that, in the second-order model, the correlations among the first-order 
factors are due to their common dependence being related to a more abstract 
higher-order construct. Past studies have recommended that to confirm whether 
first-order latent constructs are explained by a higher-order latent construct, the 
CFA for the priori hypothesised higher-order model should demonstrate acceptable 
fit (Anaza & Rutherford, 2012; Bhuian et al., 2005; Byrne, 2010; Donavan et al., 
2004; Morgan et al., 2009). FLEs’ experience of IM programs was modelled as a 
higher-order (i.e., in this case a second-order) construct (i.e., Step 3 of Stage One 
in Table 5.5 and Figure 5.5), and, consequently CFA was carried out to determine 
whether observed indicator items (measured through the survey) represent the first-
order factors (i.e., empowerment, communication formalisation and participation 
in decision-making), This, in turn, does represent a second-order factor (i.e., FLEs’ 
experience of IM programs). As indicated in Table 5.11, the higher-order model 
fits to the data and indicates similar model fit statistics (F2 /df = 2.79, CFI = .94, 
TLI = .93, RMSEA = .07) to those of IM programs conceptualised as a multi-
factor model, thus confirming that FLEs’ experience of IM programs does hold 
when conceptualised as a higher-order construct. 
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Figure 5.5: CFA of IM Programs as Higher-order (i.e., Second-order) 
Constructs 
 
 
Table 5.11: Model Fit Indices of IM Programs as Higher (i.e., Second-order) 
Constructs 
 Fit Indices for Multi-Factor Model 
 F2/df CFI TLI RMSEA (pClose)  
Model  2.79 (F2=206, df=74) 0.94 0.93 0.07 (0.05) 
Notes: F2/df (Chi-square/degree of freedom) = normed Chi-square; CFI = comparative fit 
index; TLI = Tucker-Lewis Index; RMSEA = root mean square error of approximation. 
 
As mentioned in Section 5.6.1, previous studies have recommended that if first-
order factors load significantly with the higher (i.e., second) order construct, and 
demonstrate good model fit, it demonstrates that it is appropriate to aggregate the 
items and create a composite first-order construct from the separate items 
achieving parsimonious results in the full structural model (Step 4 of Stage One in 
Table 5.5) (Donavan et al., 2004; Menguc et al., 2013). Following this suggestion 
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the items of the three underlying first-order dimensions (i.e., empowerment, 
participation in decision-making and, communication formalisation) of the higher-
order construct (i.e., FLE experience of IM programs) were aggregated into three 
separate composite variables using factor loadings (Section 4.4.5.4). FLE 
experience of IM programs, with its underlying dimensions aggregated into a 
composite variable (Step 4 of Stage One in Table 5.5), was then integrated into the 
structural model (Stage Two in Table 5.5), as presented in Figure 5.6.  
As FLE experience of IM programs is comprised of three composite variables, 
assessing this with a CFA would result in the model being ‘just identified’ (i.e., 
CFA of the model would result in a perfect fit to the data as the number of sample 
moments equals the number of implied moments in SEM) (Kline, 2005). Byrne 
(2010) recommends that the issue of having a just identified model can be resolved 
by placing an equality constraint on two parameters known to produce estimates 
that are roughly equal. The critical ratio differences (CRDIFF) method, 
recommended by Byrne (2010) and Arbuckle (2011), was used to determine which 
parameters should be constrained. The guidelines recommend that if the CRDIFF 
values associated with a pair of parameters is less than 2 (i.e., not significant), then 
any such pair of parameters may be constrained to be equal, achieving model 
identification. CRDIFF values are shown in Table 5.12 (output extracted from 
AMOS 20) and indicate equality constraints can be assigned between any of the 
measurement errors (e1, e2 and e3). Within the analysis, e1 (i.e., par 4) and e3 (i.e., 
par 6) were assigned as the equality constraint, given they had a CRDIFF value of 
1.466 (highlighted in yellow in Table 5.12) (i.e., less than 2). 
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Table 5.12: Critical Ratios for Differences between Parameters (IM 
Programs) 
 
 
 
Figure 5.6: Equality Constraints between Measurement Errors for IM 
Programs 
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Figure 5.7: CFA for IM Programs having Underlying Composited Dimensions 
 
 
As shown in Table 5.13, the CFA for the model of the higher-order FLE 
experience of IM programs (Figure 5.7) indicates an acceptable fit to the data (F2 
/df = 2.14, CFI = .99, TLI = .98, RMSEA = .06), thereby further reassuring 
researchers that the first-order latent FLE experience of IM programs construct is 
suitable for use in the full structural model in this thesis (Section 5.7). 
Table 5.13: Model Fit Indices of IM programs with Underlying Dimensions 
Composited 
 Fit Indices for IM Programs Measurement Model 
 F2/df CFI TLI RMSEA (pClose) 
Model  2.14 (F2=2.12, df=1) 0.99 0.98 0.06 (0.28) 
Notes: F2/df (Chi-square/degree of freedom) = normed Chi-square; CFI = comparative fit 
index; TLI = Tucker-Lewis Index; RMSEA = root mean square error of approximation 
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5.6.2 Measurement Model for FLEs’ Perception of IMO 
Section 5.6.1 discussed the CFA results related to FLEs’ experience of IM 
programs as a first-order latent construct comprising the three underlying 
composite variables. This section provides the analysis and results of the CFAs that 
were undertaken to confirm whether FLEs perception of IMO holds as first-order 
reflective latent measurement construct and thus follows a similar process 
associated with the four steps of Stage One in Table 5.5.  
As was discussed in Section 3.4.1 the perception of IMO within the full structural 
model (Figure 3.1) is treated as a first-order latent construct comprising of three 
underlying composited sub-dimensions -internal information generation, internal 
information dissemination and, internal responsiveness. A series of CFAs was 
undertaken to assess whether the perception of IMO construct is a first-order 
reflective latent construct, following the process specified in Table 5.5 and used in 
Section 5.6.1 for IM programs.  
Step 1 of Stage One (see Table 5.5) undertook a confirmatory factor analysis 
(CFA) on each of the three underlying dimensions of perception of IMO (i.e., 
internal generation of information, internal communication and internal 
responsiveness), each as one factor congeneric measurement model (Sections 
5.6.2.1, 5.6.2.2 and, 5.6.2.3). If the CFAs for each of the congeneric models were 
found to hold, the second step could be undertaken, which would involve a CFA 
on the three underlying dimensions of IMO, i.e. conceptualising them as a multi-
factor model (Step 2 of Stage One in Table 5.5)(Section 5.6.2.4). The items 
belonging to the respective first-order latent variables within the higher-order 
perception of IMO construct could then be combined to form three composite 
measures (i.e., Step 4 of Stage One in Table 5.5). This can only occur if it were 
found that the higher-order perception of IMO measurement model fit the data and 
the first-order factors significantly loaded with the higher (i.e., second) order 
construct (see, Section 5.6.2.4) (Step 3 of Stage One in Table 5.5) (Donavan et al., 
2004; Menguc et al., 2013).  
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The following sections present the results of CFA for the one factor congeneric 
model of internal information generation (Section 5.6.2.1), internal 
communications (Section 5.6.2.2) and, internal responsiveness (Section 5.6.2.3).  
 
5.6.2.1 Measurement Model for Internal Information Generation 
A one factor congeneric measurement model (Holmes-Smith et al., 2006) was 
developed and tested for the Internal Information Generation (INGEN) construct 
(Step 1 of Stage One in Table 5.5 and Figure 5.8). As identified in Section 4.4.1.2) 
internal information generation was measured using seven items (see Table 5.14).  
As shown in Figure 5.8 CFA of the one factor congeneric measurement model for 
internal information generation indicates that item 2 (INGEN 3) and item 5 
(INGEN 5) have poor squared multiple correlation (SMC) values (i.e. < 0.3) 
suggesting these two items may have little in common (i.e., less variance 
explained) with the construct it is designed to reflect (Holmes-Smith et al., 2006). 
As such these two items (item 2 and item 3) were dropped from further analysis. 
The CFA was then re-run for internal information generation construct with the 
remaining five items (Figure 5.9) with the revised measurement model indicating 
acceptable  fit to the data (F2 /df = 1.92, CFI =.99, TLI = .98, RMSEA =.05). This 
suggests that the respecified one factor congeneric measurement model of internal 
information generation with five items held (Figure 5.9) and could be used for 
further analysis. 
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Figure 5.8: Congeneric Measurement Model for Internal Information 
Generation (7 Items) 
 
 
Figure 5.9: Congeneric Measurement Model for Internal Information 
Generation (5 Items) 
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Table 5.14: Summary of Internal Information Generation Measurement 
Model 
 
Item 
Initial 
 
Item 
Wording 
Squared Multiple 
Correlations 
(SMC) 
INGEN1 In our company, management try to find out what 
employees want 
.51 
INGEN2 In our company, when an employee is not acting 
normally, management tries to find out if they have 
a problem 
.52 
INGEN3 In our company, management try to find out the 
employees’ true feelings about their work (items 
dropped as SLF < 3.0) 
.07 
INGEN4 In our company, management often talk to the 
employees to ask about aspects of their work 
.57 
INGEN5 In our company, there are regular meetings 
between managers and employees to discuss 
matters that the employees wish to address (items 
dropped as SLF < 3.0) 
.05 
INGEN6 In our company, management meet with employees 
to discuss the employees’ future expectations 
regarding their work 
.56 
INGEN7 In our company, management meet with the 
employees to try to find out everything that makes 
them feel satisfied with their work 
.52 
Composite Reliability (CR) = 0.85; Coefficient H = 0.85; Average Variance Extracted 
(AVE) = 0.54 
 
 Fit Indices for Measurement Model 
(after dropping items based on SMC) 
 F2/df  CFI  TLI RMSEA 
(pClose) 
Model  1.92 (F2=7.7, df=4) 0.99 0.98 0.05 (0.35) 
Notes: F2/df (Chi-square/degree of freedom) = normed Chi-square; CFI = comparative fit 
index; TLI = Tucker-Lewis Index; RMSEA = root mean square error of approximation. 
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5.6.2.2 Measurement Model for Internal Communication 
This section details the analysis of the one factor congeneric measurement model 
of internal communication (INCOM) (Step 1 of Stage One in Table 5.5 and Figure 
5.9). As identified in Section 4.4.1.2, internal communication (i.e., dissemination 
of internal information) was measured using four items (see Table 5.15). 
The one factor congeneric measurement model CFA of internal communication 
(see Table 5.15) indicates acceptable fit of the measurement model (F2 /df = .19, 
CFI = 1.0, TLI = 1.0, RMSEA = 0.0). The fit indices confirmed both uni-
dimensionality and validity of the internal communication (INCOM) construct 
(Byrne, 2010; Hair et al., 2006; Holmes-Smith et al., 2006). All four items for 
measuring the internal communication construct were retained, as the squared 
multiple correlation (SMC) values for all items were above the acceptable value of 
0.3 (Table 5.14) (Holmes-Smith et al., 2006). Composite reliability (CR) and 
Coefficient H were also above the acceptability range of 0.7 for the construct 
(Holmes-Smith et al., 2006; Jöreskog & Sörbom, 1989). Additionally, AVE values 
were above 0.5 for the one factor congeneric measurement model of internal 
communication, therefore, no further refinements were required. 
Figure 5.10: One Factor Congeneric Measurement Model for Internal 
Communication 
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Table 5.15: Summary of Internal Communication Measurement Model 
 
Item 
Initial 
 
Item 
Wording 
Squared Multiple 
Correlations 
(SMC) 
INCOM1 In our company, management normally meets 
with the employees to inform them of matters 
relating to the organisation (objectives, strategies 
etc.) 
.49 
INCOM2 In our company, management normally inform 
their employees about aspects affecting their work 
environment 
.67 
INCOM3 In our company, management inform all the 
employees 
.54 
INCOM4 The company’s authority inform the employees 
about work problems that they have verified 
earlier 
.58 
Composite Reliability (CR) = 0.84; Coefficient H = 0.85; Average Variance Extracted 
(AVE) = 0.57  
 
 Fit Indices for Measurement Model 
 F2/df CFI  TLI RMSEA (pClose) 
Model  0.19 (F2=0.37, df=2) 1.0 1.0 0.00 (0.98) 
Notes: F2/df (Chi-square/degree of freedom) = normed Chi-square; CFI = comparative fit 
index; TLI = Tucker-Lewis Index; RMSEA = root mean square error of approximation. 
 
5.6.2.3 Measurement Models for Internal Responsiveness 
This section provides the results of CFA for internal responsiveness as a one factor 
congeneric measurement model (INRES) (Step 1 of Stage One in Table 5.5 and 
Figure 5.11). As identified in Section 4.4.1.2, internal responsiveness was 
measured using five items (Table 5.16). 
As indicated in Table 5.16, the CFA of the one factor congeneric measurement 
model for internal responsiveness has good fit statistics (F2 /df = 0.79, CFI = 1.0, 
TLI = 1.0, RMSEA = .00) (Byrne, 2010; Hair et al., 2006; Holmes-Smith et al., 
2006). The statistics indicate the model is uni-dimensional (i.e., the five items 
explain the first-order latent internal responsiveness construct) (Hair et al., 2006; 
Kline, 2005). All items were retained as the squared multiple correlation (SMC) 
values because each of the items was above the threshold value of 0.3 (Table 5.16). 
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Both CR and Coefficient H were above the acceptability range of 0.7, thereby 
indicating internal consistency (Holmes-Smith et al., 2006; Jöreskog & Sörbom, 
1989). Holmes-Smith et al. (2006) argue that for a one factor congeneric 
measurement the goodness-of-fit statistics are viewed as confirming the construct 
validity and, thus, are confirmed for this construct. AVE values were above 0.5 for 
the one factor congeneric model of internal responsiveness providing additional 
support for validity and no further refinements or modifications were needed. 
 
Figure 5.11: One Factor Congeneric Measurement Model for Internal 
Responsiveness 
 
 
 
 
 
 
 
 
 
214 
 
Table 5.16: Summary of Measurement Model for Internal Responsiveness 
 
Item 
Initial 
 
Item 
Wording 
Squared Multiple 
Correlations 
(SMC) 
INRES1 In our company, when management find out that 
their employees are not happy with their 
management they take the appropriate corrective 
measures 
.59 
INRES2 In our company, when management receive 
suggestions from the employees they make an 
effort to implement them 
.45 
INRES3 In our company, management change their action 
when the employees communicate their 
dissatisfaction 
.60 
INRES4 After informing the employees, management act to 
improve working conditions 
.53 
INRES5 Management behave in accordance with what 
employees have been led to expect 
.56 
   
Composite Reliability (CR) = 0.85; Coefficient H = 0.86; Average Variance Extracted 
(AVE) = 0.55 
 Fit Indices for Measurement Model 
 F2/df CFI  TLI RMSEA (pClose) 
Model  0.79 (F2=3.9, df=5) 1.0 1.0 0.00 (0.83) 
Notes: F2/df (Chi-square/degree of freedom) = normed Chi-square; CFI = comparative fit 
index; TLI = Tucker-Lewis Index; RMSEA = root mean square error of approximation. 
 
5.6.2.4 Measurement Model for Perception of IMO as Higher-order Construct 
The previous Sections, 5.6.2.1, 5.6.2.2 and 5.6.2.3, provided support in regard to 
the reliability and validity of internal information generation, internal 
dissemination and internal responsiveness based on the individual first-order 
congeneric measurement models. Section 5.6.2.4 presents the results of 
confirmatory factor (CFA) analysis for perception of IMO, conceptualised first as a 
multi-factor model (Step 2 of Stage One in Table 5.5 and Figure 5.12), which is 
then followed by CFA results for perception of an IMO measurement model 
conceptualised as a higher-order construct comprised of three underlying first-
order reflective sub dimensions, internal information generation, internal 
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information dissemination and internal responsiveness (Step 4 of Stage One in 
Table 5.5 and Figure 5.13). 
As was argued in Section 3.4, perception of IMO is conceptualised as a reflective 
latent construct (i.e., first-order) rather than as a formative construct, because 
organisations design integrated strategies comprising sets of processes reflecting 
the IMO philosophy (Gounaris, 2008a; Madhavaram & Hunt, 2008). Therefore, 
this thesis conceptualised IMO as a first-order reflective construct comprised of 
three underlying composited sub-dimensions/variables - perceived internal 
generation of information, perceived internal dissemination of information, and 
perceived internal managerial responsiveness. Past studies have also used similar 
higher-order conceptualisations of IMO (Gounaris, 2006, 2008a; Lings & 
Greenley, 2009; Sanchez-Hernandez & Miranda, 2011). Theoretically, it has been 
argued that a reflective higher latent model may be a more parsimonious and 
interpretable way of modelling, as a common overarching latent and higher-order 
construct is accounted for by its underlying sub-dimensions (Vocino & Polonsky, 
2011). 
The multi-factor model comprised of the three first-order latent variables of IMO is 
presented in Figure 5.12. Table 5.17 indicates the fit indices for the multi-factor 
model of perception of IMO are acceptable (F2 /df =1.95, CFI = .96, TLI = .95, 
RMSEA = .05). Table 5.18 indicates that the multi-factor model demonstrates both 
convergent and discriminant validity. Convergent validity is demonstrated for the 
model as all standardised loading of constructs was greater than .50 and 
statistically significant (see Figure 5.12) (Kline, 2005). According to Fornell and 
Larcker (1981), the AVE for each construct should be greater than the squared 
correlation between constructs to demonstrate discriminant validity. This 
requirement was met for the multi-factor model, with the AVE extracted ranging 
from 0.54 to 0.60 (see Table 5.18). 
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Table 5.17: Model Fit Indices of IMO as Multi-Factor Model 
 Fit Indices for Multi-Factor Model 
 F2/df CFI TLI RMSEA (pClose) 
Model  1.95 (F2=140, df=72) 0.96 0.95 0.05 (.20) 
Notes: F2/df (Chi-square/degree of freedom) = normed Chi-square; CFI = 
comparative fit index; TLI = Tucker-Lewis Index; RMSEA = root mean square 
error of approximation. 
 
Table 5.18: Descriptive Statistics and Correlation Table (IMO) 
 
Variables 
 
Mean 
Standard 
Deviation 
 
1.INGEN 
 
2.INCOM 
 
4.INRES 
1. Internal Information 
Generation (INGEN) 
3.19 .60 0.54*   
2. Internal Information 
Dissemination (INCOM) 
2.95 .95 0.68 0.60*  
3. Internal Responsiveness 
(INRES) 
3.00 .80 0.59 0.67 0.55* 
Note: *Fornell and Larcker’s average variance extracted (AVE) 
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Figure 5.12: CFA of IMO as Multi-Factor Model
 
 
As was discussed in Section 5.6.1.4, the conceptual difference between the first-
order multi-factor (Step 2 of Stage One) and higher (or second) order model (Step 
3 of Stage One) are based on the assumption that in the second-order model the 
correlations among the first-order factors are due to their common dependence on a 
more abstract higher-order construct (Okun et al., 1998). To confirm whether first-
order latent constructs are explained by a higher-order latent construct, the CFA for 
the priori hypothesised higher-order model should have demonstrated acceptable 
fit (i.e., Step 3 of Stage One in Table 5.5) (Anaza & Rutherford, 2012; Babin et al., 
2000; Bhuian et al., 2005; Byrne, 2010; Donavan et al., 2004; Morgan et al., 2009). 
This was assessed by a CFA to identify whether observed indicator items 
(measured through the survey) represented the underlying first-order reflective 
dimensions of IMO (i.e., internal information generation, internal communication 
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and internal responsiveness) (Step 3 of Stage One in Table 5.5 and Figure 5.13). 
As indicated in Table 5.19, the higher-order model fitted to the data, thus 
confirming that FLEs’ perception of IMO did hold when conceptualised as a 
higher-order (i.e., second-order) construct (Step 3 of Stage One).  
Figure 5.13: CFA of IMO as Higher (i.e., Second) Order Construct 
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Table 5.19: Model Fit Indices of IMO as Higher (i.e., Second) Order 
Construct 
 Fit Indices for Second-order Measurement Model 
 F2/df CFI TLI RMSEA (pClose) 
Model  1.95 (F2=140, df=72) 0.96 0.95 0.05 (0.20) 
Notes: F2/df (Chi-square/degree of freedom) = normed Chi-square; CFI = comparative fit 
index; TLI = Tucker-Lewis Index; RMSEA = root mean square error of approximation. 
 
As was discussed in Section 5.6.1.4, if first-order factors significantly load in 
regard to an overarching higher-order construct (i.e., have acceptable fit), it 
indicates that it is appropriate develop composite measures based on the observed 
items (i.e., the respective first-order constructs) (Step 4 of Stage One in Table 5.5) 
(Donavan et al., 2004; Menguc et al., 2013). Following these guidelines allows the 
items of the respective first-order latent dimensions (i.e., internal information 
generation, internal communication, and internal responsiveness) to be combined 
into three separate composite variables (as shown in Figure 5.14). This first-order 
perception of IMO latent construct is then used for analysis in the full structural 
model (Section 5.7). 
Confirmatory factor analysis (CFA) was conducted on the first-order latent FLEs’ 
perception of IMO construct comprised of three underlying composite variables 
(Step 4 of Stage One in Table 5.5 and Figure 5.14). Conducting CFA on this 
construct would result in perfect fit to the data as the number of sample moments 
should equal the number of implied moments (i.e., ‘just identified’ model) (Kline, 
2005). Byrne (2010) recommends that the issue of a just identified model can be 
resolved by placing equality constraints on particular parameters known to produce 
estimates that are roughly equal. Byrne (2010) and Arbuckle (2011) suggest using 
the critical ratio differences (CRDIFF) method to determine which two parameters 
need to be constrained, enabling model identification. It is recommended that if the 
CRDIFF values associated with a pair of parameters are less than 2 (that is not 
significant), then any one of these pairs of parameters, where this exists, may be 
constrained to equality, achieving model identification. CRDIFF values are as 
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shown in Table 5.20 (output extracted from AMOS 20). E4 (i.e., par 4) and e6 (i.e., 
par 6) were assigned equality constraint based on CRDIFF value of .449 
(highlighted in yellow in Table 5.20) (i.e., less than 2). 
Table 5.20: Critical Ratios for Differences between Parameters (IMO) 
 
 
Figure 5.14: Equality Constraints between Measurement Errors for 
Perception of IMO 
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Figure 5.15: CFA for Perception of IMO having Underlying Composited 
Dimensions 
 
 
As shown in Table 5.21, the CFA for the model with FLEs’ perception of IMO 
comprised of three underlying composite variables (i.e., internal information 
generation, internal information dissemination and internal responsiveness) 
indicates acceptable fit to the data (i.e., Step 4 of Stage One in Table 5.5 and 
Figure 5.15), suggesting that the first-order perception of IMO latent construct is 
suitable for use in the full structural model of this thesis (Step 1 of Stage Two in 
Table 5.5). 
Table 5.21: Model Fit Indices of IMO with Underlying Variables Composited 
 Fit Indices for IMO Measurement Model 
 F2/df CFI TLI RMSEA 
(plcose) 
Model  0.19 (F2=0.19, df=1) 1.0 1.0 0.00 (0.75) 
Notes: F2/df (Chi-square/degree of freedom) = normed Chi-square; CFI = comparative fit 
index; TLI = Tucker-Lewis Index; RMSEA = root mean square error of approximation. 
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5.6.3 Measurement Models for FLE Outcomes 
Sections 5.6.1 and 5.6.2 presented the findings of CFA for FLE experience of IM 
programs and perception of IMO measurement models. The sections that follow 
present the findings of CFA for the FLE outcome variables - organisational 
identification (5.6.3.1), job satisfaction (5.6.3.2) and, customer-oriented behaviour 
(5.6.3.3). As these are uni-dimensional measures, the analysis only seeks to refine 
one factor congeneric measurement models (i.e. Step 1 of Stage One in Table 5.5). 
5.6.3.1 Measurement Model for Organisational Identification 
A one factor congeneric measurement model (Holmes-Smith et al., 2006) was 
developed and tested for the construct Organisational Identification (OI) (Figure 
5.16). As identified in Section 4.4.1.3, organisational identification was measured 
using six items (Table 5.22). 
Table: 5.22 Summary of Organisational Identification Model 
Item 
Initial 
Item 
Wording 
Squared Multiple 
Correlations (SMC) 
OID1 When someone criticises this company, it feels 
like a personal insult 
.56 
OID2 I am very interested in what others think about 
our company 
.58 
OID3 When I talk about this company, I usually say 
“we” rather than “they”  
.66 
OID4 This organisation’s successes are my successes  .68 
OID5 When someone praises this company, it feels 
like a personal compliment  
.65 
OID6 If a story in the media criticised this company, I 
would feel embarrassed (items dropped as SLF 
< 3.0) 
.08 
Composite Reliability (CR)=0.89; Coefficient H=0.90; Average Variance Extracted 
(AVE)=0.63 
 
 Fit Indices for Measurement Model (After dropping Items) 
 F2/df CFI  TLI RMSEA (pClose) 
Model  1.61 (F2=8, df=5) 0.99 0.99 0.04 (0.47) 
Notes: F2/df = normed Chi-square; CFI = comparative fit index; IFI = incremental fit 
index (IFI); RMSEA = root mean square error of approximation. 
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Figure 5.16: Congeneric Measurement Model for OI (6 Items) 
 
 
As shown in Figure 5.16, the CFA for the one factor congeneric measurement 
model of organisational identification items indicates that item 6 (OID 6) had a 
poor squared multiple correlation (SMC) value (< 0.3). This suggests that item 6 
has little in common (i.e., less variance explained) with the construct (Holmes-
Smith et al., 2006) and, therefore, item 6 was dropped from further analysis. The 
CFA was then re-run for organisational identification with the remaining five items 
(Figure 5.17). The CFA for respecified measurement model indicated acceptable 
fit to the data (F2 /df = 1.61, CFI = .99, TLI = .99, RMSEA = .04). 
Given that the CFA of the one factor congeneric model for OI with five items 
(Figure 5.17) indicated acceptable fit to the data, this demonstrated construct 
validity (Holmes-Smith et al., 2006). The AVE values were above 0.5 for the 
congeneric model of OI, providing additional support for validity of the congeneric 
measurement model. Thus, no further refinements were needed for the 
measurement model as the CFA results indicated acceptable fit to the data. CCR 
and Coefficient H were above the acceptability range of 0.7, thereby identifying 
internal consistency of the five items used for measuring the OI (Holmes-Smith et 
al., 2006; Jöreskog & Sörbom, 1989).  
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Figure 5.17: Congeneric Measurement Model for OI (5 Items) 
 
5.6.3.2 Measurement Model for Job Satisfaction 
This section provides the results of the CFA for job satisfaction (JS) as a one factor 
congeneric measurement model (Figure 5.18). As identified in Section 4.4.1.3, JS 
was measured using five items (see Table 5.23). 
 
 Table 5.23: Summary of Measurement Model for Job Satisfaction 
Item 
Initial 
Item 
Wording 
Squared Multiple 
Correlations (SMC) 
JS1 Satisfaction with opportunities for 
advancement 
.49 
JS2 Satisfaction with the organisation’s 
policies 
.64 
JS3 Satisfaction with support from the 
company 
.58 
JS4 Satisfaction with management .71 
JS5 Satisfaction with overall job .57 
Composite Reliability (CR)=0.88; Coefficient H=0.89; Average Variance Extracted 
(AVE)=0.60  
 Fit Indices for Measurement Model 
 F2/df CFI TLI RMSEA (pClose) 
Model  1.5 (F2=7.5, df=5) .99 .99 0.04 (0.52) 
Notes: F2/df (Chi-square/degree of freedom) = normed Chi-square; CFI = 
comparative fit index; TLI = Tucker-Lewis Index; RMSEA = root mean square 
error of approximation. 
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As indicated in Table 5.23, the CFA for the one factor congeneric measurement 
model of JS indicates acceptable fit statistics (F2 /df = 1.5, CFI = .99, TLI = .99, 
RMSEA = .04) (Byrne, 2010; Hair et al., 2006; Holmes-Smith et al., 2006). The 
acceptable fit statistics indicate the measurement model has uni-dimensionality 
(i.e., the five items best explain the first-order latent JS constructs) (Hair et al., 
2006; Kline, 2005). All five items were retained, as the SMC values for all items 
were above the threshold value of 0.3 (Table 5.14). Both CR and Coefficient H 
were above the acceptability range of 0.7, thereby identifying internal consistency 
of the items used for measuring the internal responsiveness (Holmes-Smith et al., 
2006; Jöreskog & Sörbom, 1989). 
Holmes-Smith et al. (2006) argue that for a one-factor congeneric measurement 
model the goodness-of-fit statistics can also be viewed as confirming the construct 
validity. The CFA of the one factor congeneric model for OI indicated acceptable 
fit to the data, providing construct validity. The AVE values were above 0.5 for the 
one factor congeneric model of JS, providing additional support for validity of the 
measurement model. No further refinements were needed for the measurement 
model as the CFA results indicated acceptable fit to the data.  
Figure 5.18: One Factor Congeneric Measurement Model for JS 
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5.6.3.3 Measurement Model for Customer-oriented Behaviour 
The results of CFA for one factor congeneric COB measurement model (Figure 
5.19) are presented in this section. As was identified in Section 4.4.1.3, COB was 
measured using six items (see Table 5.24). 
As indicated in Table 5.24, the CFA of the COB measurement model has good fit 
statistics (F2 /df = 2.7, CFI = .98, TLI = .96, RMSEA = .07) (Byrne, 2010; Hair et 
al., 2006; Holmes-Smith et al., 2006). The acceptable fit statistics indicate that the 
measurement model is uni-dimensional, and the six items explain COB as a first-
order latent construct (Hair et al., 2006; Kline, 2005). All six items were retained 
as the SMC values for all items were above the threshold value of 0.3 (Table 5.24). 
Both CR and Coefficient H were above the acceptability range of 0.7, thereby 
indicating internal consistency of the items (Holmes-Smith et al., 2006; Jöreskog & 
Sörbom, 1989). Additionally, the CFA for the one factor congeneric model of COB 
also indicated construct validity as the AVE values were above 0.5. Therefore, no 
further refinement was needed. 
 
Figure 5.19: One Factor Congeneric Measurement Model for COB 
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Table 5.24: Summary of Measurement Model for Customer-oriented 
Behaviour 
Item 
Initial 
Item 
Wording 
Squared Multiple 
Correlations (SMC) 
COB1 I am always working to improve the service I 
give to customers 
.39 
COB2 I have specific ideas about how to improve the 
service I give to customers 
60 
COB3 I often make suggestions about how to improve 
customer service in my department 
.64 
COB4 I put a lot of effort into my job to try to satisfy 
customers 
.52 
COB5 No matter how I feel, I always put myself out 
for every customer I serve 
.59 
COB6 I often go out of my way to help customers .50 
Composite Reliability (CR)=0.87; Coefficient H=0.88; Average Variance Extracted 
(AVE)=0.54  
 Fit Indices for Measurement Model 
 F2/df CFI TLI RMSEA (pClose) 
Model  2.7 (F2=24.1, df=9) 0.98 .96 0.07 (0.11) 
Notes: F2/df (Chi-square/degree of freedom) = normed Chi-square; CFI = comparative fit 
index; TLI = Tucker-Lewis Index; RMSEA = root mean square error of approximation. 
 
5.7 Assessment of Validity, CMV and Impact of Demographics on the 
Structural Model (Stage Two) 
Section 5.6 detailed the testing of the measurement models of the various 
constructs, as one factor congeneric models and higher-order models when 
applicable. The purpose of assessing the measurement models was to refine first-
order congeneric models (Section 5.8) (Anderson & Gerbing, 1988). However, 
before testing the full structural model, it is important to assess the construct 
validity of the structural model (Section 5.7.1), to determine whether there is 
common method variance bias (Section 5.7.2), and whether the demographic 
characteristics of respondents impact on the five major variables of interest within 
the structural model (Section 5.7.3).  
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5.7.1 Construct Validity of the Structural Model 
As was identified in Section 4.4.5.5, construct validity for the full structural model 
is assessed by analysing both convergent and discriminant validity of the 
constructs used. A number of methods have been proposed to test convergent and 
discriminant validity (Bagozzi & Phillips, 1982; Fornell & Larcker, 1981). Kline 
(2005) recommended that if standardised loadings of measures load significantly 
(i.e., greater than 0.5) with their respective construct, convergent validity is 
demonstrated. As indicated in Figure 5.20, standardised loadings for all measures 
on their respective constructs were greater than .50 and are significant, thus 
demonstrating convergent validity. Additionally, as shown in Table 5.25, the AVE 
for each construct was also greater than .50. This provides additional support for 
convergent validity of the constructs (Hair et al., 2006; Kline, 2005). 
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Figure 5.20: Multi-Factor Model for Testing Average Variance Extraction 
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Table 5.25: Descriptive Statistics and Correlations (Full Structural Model) 
 
 
Variables 
 
 
Mean 
 
Std. 
Dev. 
 
1. 
 
2. 
 
3. 
 
4. 
 
5. 
1. COB 5.90 0.56 .54 *     
2. JS 5.78 0.68 .42 .59*    
3. OI 5.54 0.70 .50 .28 .62 *   
4. IMO 5.65 0.65 .41 .65 .37 .55*  
5. IMP 5.66 0.69 .30 .53 .25 .73 .58* 
COB = Customer-oriented Behaviour, JS = Job Satisfaction, OI = Organisational 
Identification, IMP = Internal Marketing Programs, IMO = Perceived Internal 
Market Orientation. 
*Fornell and Larcker’s average variance extracted (AVE) 
 
To demonstrate discriminant validity of the constructs used in this thesis, the AVE 
is compared with the squared multiple correlations between constructs. As was 
discussed in Section 4.4.5.5.2, discriminant validity is to be demonstrated if the 
AVE for each construct should be greater than the squared correlation between 
constructs (Fornell & Larcker, 1981). As indicated in Table 5.24, all constructs 
differentiated from one another, as the AVEs extracted from the multi-factor model 
ranged from 0.54 to 0.62, thereby demonstrating discriminant validity. 
Given the high correlation between the variables, IM programs and IMO (r = 0.73), 
discriminant validity was further examined following the guidelines of Bagozzi et 
al. (1991). The authors suggested comparing all pairs of constructs within the 
model by constraining each pair of constructs to be perfectly correlated (i.e., r = 
1.0, Chi-square (F2) fixed) and then freeing the constraints (Chi-square (F2) free). 
If constraining the construct significantly worsens the model fit (i.e., ∆F2 (∆df=1) 
reduces) that demonstrates discriminant validity between the pair of constructs. As 
indicated in Table 5.26, for each test the results indicated constraining the 
correlations between each pair of constructs significantly worsened the models 
(assessed by examining the Chi-square difference between models), which 
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supports discriminant validity between each of the pairs of constructs (Bagozzi et 
al., 1991; Holmes-Smith et al., 2006). The discriminant validity between IM 
programs and IMO was of particular concern and the Chi-square difference 
between the constrained and unconstrained models (∆F2 = 69.72, ∆ df = 1, p = 
0.00) was found to be significant, which supports there being discriminant validity 
between these two constructs.  
 
Table 5.26: Discriminant Validity Assessments using Pairwise CFAs 
Pair of Constructs F2(free) F2(fixed) ∆F2 (∆df=1) Significance 
IMO-IMP 13.4 83.1 69.1 p<0.01 
IMO-JS 24.2 150.7 13.4 p<0.01 
IMO-OI 44.0 258.1 241.1 p<0.01 
IMO-COB 56.6 260.5 203.9 p<0.01 
IMP-OI 19.2 286.1 266.9 p<0.01 
IMP-JS 16.9 211 194.1 p<0.01 
IMP-COB 40.6 298.2 257.6 p<0.01 
OI-JS 57.7 705.1 647.4 p<0.01 
OI-COB 158.8 645.5 486.7 p<0.01 
JS-COB 66.8 609.1 542.3 p<0.01 
 
5.7.2 Assessment of Common Method Variance (CMV) 
As was identified in Section 4.4.5.7.2, all data used in this thesis were self-
reported, thus there is a possibility common method variance (CMV) was 
introduced. To address this potential, Chang et al.’s (2010) and Podsakoff et al.’s 
(2003) guidelines were followed to undertake multiple approaches to assess 
whether or not CMV had a significant impact on the structural model.  
First, Harman’s single factor test was undertaken to assess the presence of CMV. 
This process involved all variables in the model being assessed with exploratory 
factor analysis (EFA). If a single factor emerges from the EFA, or one general 
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factor accounts for the majority of the covariance in the measures, there is a 
possibility of a CMV effect. As indicated in Table 5.27, the result of the EFA test 
(output extracted from SPSS 20) indicated that CMV bias is not a major concern 
for the analysis, since multiple factors emerged and the variance explained from 
the first factor (32.1%) was less than 50% (Chang et al., 2010). 
 
Table 5.27: Exploratory Factor Analysis for Assessing CFA 
 
Factor 
Initial Eigenvalues 
Extraction Sums of Squared 
Loadings 
Rotation Sums of Squared 
Loadings 
Total 
Variance 
(%) 
Cumulative 
% Total 
% of 
Variance 
Cumulative 
% Total 
% of 
Variance 
Cumulative 
% 
1 7.526 34.208 34.208 7.070 32.137 32.137 3.344 15.202 15.202 
2 3.100 14.090 48.298 2.679 12.179 44.316 3.201 14.551 29.753 
3 2.027 9.214 57.511 1.631 7.412 51.727 3.052 13.874 43.628 
4 1.492 6.783 64.294 1.081 4.915 56.642 2.863 13.014 56.642 
5 .953 4.333 68.628       
6 .706 3.211 71.839       
7 .696 3.166 75.005       
8 .569 2.587 77.592       
9 .531 2.413 80.005       
10 .515 2.341 82.346       
11 .466 2.116 84.462       
12 .402 1.828 86.290       
13 .382 1.735 88.026       
14 .374 1.702 89.728       
15 .362 1.644 91.371       
16 .346 1.575 92.946       
17 .326 1.480 94.426       
18 .298 1.353 95.779       
19 .280 1.274 97.053       
20 .226 1.028 98.080       
21 .223 1.013 99.093       
22 .199 .907 100.000       
Extraction Method: Maximum Likelihood. 
 
 
Second, confirmatory factor analysis (CFA) was used to assess the possible effect 
of CMV in the model. Podsakoff et al. (2003) recommend that if CMV is present, 
the CFA of a one factor model (Figure 5.21) should statistically fit the data 
appropriately. As indicated in Table 5.28, the one factor model did not 
appropriately fit the data (F2 /df = 9, CFI = 0.50, TLI = 0.45, RMSEA = 0.165), 
further suggesting that CMV is not a concern with the data used in this thesis.  
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Figure 5.21: One Factor Model for Testing CMV 
 
 
Table 5.28: Fit Indices for One Factor Model (CMV testing) 
 Fit Indices for Measurement Model 
 F2/d.f.  CFI  TLI RMSEA 
(pClose) 
Model  9.0 (F2=1881, df=209) .50 .45 1.65 (0.00) 
Notes: F2/df (Chi-square/degree of freedom) = normed Chi-square; CFI = comparative fit 
index; TLI = Tucker-Lewis Index; RMSEA = root mean square error of approximation 
 
The third test used to assess CMV, involved comparing the Chi-square difference 
of the structural model with and without the introduction of a CMV latent factor 
(indicated as the construct ‘CMV’ in Figure 5.22), as recommended by Podsakoff 
et al. (2003) and Chang et al. (2010). The Chi-square difference between the 
measurement model with and without a common method factor was found to be 
insignificant (∆F2 = 22, ∆df = 18, p = 0.232) (see Table 5.29 for comparison).  
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The results of these three alternative tests support the data, and associated models 
used within this thesis are not affected by common method variance. 
Figure 5.22: Testing for Method Variance with and without Latent CMV 
Factor  
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Table 5.29: Summary Tables for Testing Method Variance 
 F2 (df) 
(without CMV 
factor) 
F2 (df) 
(with CMV 
factor) 
 
∆F2 
(∆df=1) 
 
Significance of 
the Change 
Model 
comparison 
for CMV 
391.1(df=199) 369.8 
(df=181) 
21.2 (18) p<0.23 (n.s.) 
 Fit Indices for Model without CMV latent factor 
 F2/d.f.  CFI  TLI RMSEA 
(pClose) 
Model  1.96 (F2=391.1, df=199) .94 .93 .05(.07) 
 Fit Indices for Model with CMV latent factor 
 F2/d.f.  CFI  TLI RMSEA 
(pClose) 
Model  2.0 (F2=369, df=181) .94 .92 .06 (.05) 
Notes: F2/df (chi-square/degree of freedom)=normed chi-square; CFI= comparative fit 
index; TLI= Tucker-Lewis Index; RMSEA= root mean square error of approximation  
 
5.7.3 Testing the Effects of Respondent Demographic Variables on the 
Structural Model 
This section examines whether respondents’ broad demographic characteristics 
(i.e., age, gender, education and job experience) impacted on the four major 
variables assessed within the structural model of this thesis, which was assessed 
using a series of ANOVAS, t-tests and correlation analysis. Past research has 
provided equivocal results in terms of the impact of demographics on perception of 
IMO and experiences of IM programs, thus, it was necessary to determine whether 
the demographic characteristics should be integrated into the structural model (as 
should occur if they significantly impact variables) (Naude et al., 2003). Table 
Table 5.29 reports on the means (standard deviation) and t-tests of constructs 
across the demographic characteristics. Table 5.30 reports on the results of the 
correlation analysis and indicated that the variables used in the model of this thesis 
did not vary by age and experience, which are the continuous demographic 
characteristics, thereby excluding respondent demographic characteristics from 
further analysis. 
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Table 5.30: Means (Standard Deviation) of Constructs across Demographic 
Characteristics 
 
 
Characteristics 
Number 
(percentage) 
 
IMP 
 
IMO 
 
OI 
 
JS 
 
COB 
Gender 
Male 
Female 
T-test (sig) 
 
 203(68.8) 
 92(31.2) 
  
 
5.66 (.68) 
5.64 (.71) 
.19 (.84) 
 
5.65 (.66) 
5.63 (.65) 
 .24(.81) 
 
5.53 (.72) 
5.55 (.65) 
 .16(.88) 
 
 5.77(.67) 
 5.79(.70) 
 .17(.86) 
 
 5.91 (.57) 
 5.87 (.56) 
 .47(.63) 
Educational Level 
Higher Secondary 
Diploma 
Bachelors  
Postgraduate  
Anova test (sig)  
 
41(13.9) 
21(7.1) 
195(66.1) 
38(12.9) 
 
5.66(.61) 
5.67(.55) 
5.65 (.73) 
5.66 (.69) 
 .03(1.0) 
 
5.67(.70) 
5.69(.61) 
5.66(.73) 
5.71(.63) 
 .28(88) 
 
5.62 (.62) 
5.64 (.77) 
5.51 (.69) 
5.57 (.80) 
 .49(.69) 
 
5.81 (.78) 
5.60 (.78) 
5.81 (.65) 
5.67 (.67) 
 .99(.40) 
 
6.00(.56) 
5.79 (.63) 
5.88 (.57) 
5.89 (.56) 
 .72(.54) 
The five central variables in the structural model (i.e., internal marketing programs 
(IMP), internal market orientation (IMO), organisational identification (OI), job 
satisfaction (JS), and customer-oriented behaviour (COB) did not vary by demographic 
characteristics (i.e., gender and education) at p = 0.01 level (two-tailed test). 
 
 
Table 5.31: Correlations between Demographics and Constructs 
 
 Mean Std. Deviation N 
AGE 35.56 6.58 295 
EXPROG 4.75 1.85 295 
Correlations 
  IMP IMO OI JS COB 
AGE Pearson 
Correlation 
.06 .03 -.04 .07 -.10 
Sig. (2-
tailed) 
.29 .53 .41 .24 .07 
EXPERIENCE Pearson 
Correlation 
.02 -.05 -.03 -.02 -.04 
Sig. (2-
tailed) 
.70 .33 .58 .63 .43 
The five central variables in the structural model (i.e., internal marketing programs 
(IMP), internal market orientation (IMO), organisational identification (OI), job 
satisfaction (JS) and, customer-oriented behaviour (COB) did not significantly correlate 
by demographic characteristics (i.e., age and experience) at p = 0.01 level (two-tailed 
test). 
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5.8 Assessing the Full Structural Model Fit 
The previous Sections, 5.7.1, 5.7.2 and 5.7.3, assess the underlying construct 
validity, common method variance and impact of demographics characteristics 
which are essential for enabling the structural model to be tested and, thus, 
hypotheses assessed. As was discussed in Section 4.4.5.6, this thesis has examined 
a number of model fit statistics to test whether the structural model (Table 5.32) 
holds. As indicated in Table 5.32, the structural model’s fit indices fell within the 
range of acceptable fit to the data (F2 /df = 1.95, CFI = 0.94, TLI = 0.93, RMSEA = 
0.05), thus, the hypothesised structural model holds. The results do not suggest any 
additional modifications to the model were required. Additionally, the statistical 
power (Section 4.4.3.3) of the structural model approached 1 (one) with, df = 200 
and usable sample of 295, indicating adequate power for the assessment of CFAs 
and the overall structural model (MacCallum et al., 1996). Figure 5.23 presents the 
final structural model, which is used to test the hypothesised relationships 
proposed within this thesis.  
Figure 5.23 identified that the structural model explained 54% variance in FLEs’ 
perception of IMO. The structural model also explained 14.8% in OI, 43.9% in JS 
and 34.8% of the variance in FLEs’ COB.  
 
Table 5.32: Fit Indices for the Full Structural Model 
 Fit Indices for Measurement Model 
 F2/d.f.  CFI  TLI RMSEA (pClose) 
Model 1.95 (F2=391, 
df=200) 
.94 .93 .05 (.09) 
Notes: F2/df (Chi-square/degree of freedom) = normed Chi-square; CFI = comparative fit 
index; TLI = Tucker-Lewis Index; RMSEA = root mean square error of approximation. 
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Figure 5.23: The Full Structural Model 
 
Note: Unstandardised structural paths are shown within the structural model output. 
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5.8.1 Direct and Indirect Structural Path Results 
The structural model is depicted as “the portion of the model that specifies how the 
latent variables are related to each other” (Arbuckle, 2011, p. 85). The aim of the 
structural model is to identify the latent constructs that directly or indirectly 
influence the values of other latent constructs in the model (Byrne, 2010). Path 
coefficient values from the full structural model (Figure 5.23) are used to test the 
hypotheses, as outlined in Chapter One and Chapter Three of this thesis, which are 
summarised in Table 5.33.  
Table: 5.33 Underlying Hypotheses (Direct and Indirect) 
Hypothesis 
Number  
 
Hypothesis Related to Direct Path Effects 
H1 FLEs’ experience of IM programs will be related positively 
to their perception of IMO. 
H2 FLEs’ experience of IM programs will be related positively 
to their organisational identification. 
H3 FLEs’ experience of the set of IM programs delivered by 
their organisation will positively associate to FLEs’ job 
satisfaction. 
H4 FLEs’ perception of IMO will be related positively to their 
organisational identification. 
H5 FLEs’ perception of IMO will be positively related to their 
job satisfaction. 
H6 FLEs’ organisational identification will be positively related 
to their customer-oriented behaviour. 
H7 FLEs’ job satisfaction will be positively related to their 
customer-oriented behaviour. 
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Hypothesis 
Number 
Hypothesis Related to Indirect Path Effects 
H4b FLEs’ perception of IMO mediates the relationship between 
their experience of IM programs and their organisational 
identification. 
H5a FLEs’ perception of IMO mediates the relationship between 
their experience of IM programs and job satisfaction. 
H6a FLEs’ organisational identification mediates the 
relationship between their perception of organisational IMO 
and their customer-oriented behaviour. 
H7a FLEs’ job satisfaction mediates the relationship between 
their perception of IMO and their customer-oriented 
behaviour. 
 
The discussion first presents the results of the analysis as they relate to the 
hypotheses associated with the direct paths (Section 5.8.2), then discusses the 
indirect or mediated paths (Section 5.8.3). 
 
5.8.2 Results of Direct Path Effects 
As was discussed in Section 5.3.2, the data generated in this thesis was multi-
variate non-normal. To deal with this, the analysis uses bootstrapping in AMOS 20 
which amends for multi-variate non-normality (Byrne, 2010; Hancock & Liu, 
2012; Zhao et al., 2010). Further, as identified in Section 4.4.5.7, bootstrapping in 
SEM produces an accurate confidence interval of estimates, facilitating the 
calculations of both direct and indirect unstandardised path effects (Byrne, 2010). 
Given that this thesis used bootstrapping in AMOS 20 which can only report 
unstandardized paths for specific mediation effects (Byrne, 2010; Hoyle 2012), all 
direct and indirect effects for testing the hypotheses were reported as 
unstandardized paths (see Table 5.34 and Table 5.35).  
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As such, to test the hypotheses related to direct effects, this thesis relied on the 
unstandardised path estimates, standard errors of parameter estimates and 
associated p-values from AMOS 20 output, with the bootstrap bias-corrected 
method (i.e., using 2,000 bootstrap samples and 95% confidence intervals) 
(Bartikowski & Walsh, 2011; Strizhakova et al., 2011). Table 5.34 summarises the 
results of the hypotheses related to the direct effects. Hypotheses are supported for 
the unstandardised estimate falls within the confidence interval (i.e., between the 
lower and upper CI values). 
Table 5.34: Unstandardised Direct Effects 
 
Bootstrap bias-corrected Method 95% Confidence Interval (CI) 
 
Paths 
Unstandardised 
Estimates 
 
SE 
Lower 
CI 
Upper 
CI 
 
p-value 
Support for 
Hypotheses 
Direct 
Effects 
      
IMP on IMO .59 .08  .43 .76 .00 H1: Yes 
IMP on OI -.07 .18 -.44 .27 .67 H2: No 
IMP on JS .10 .11 -.14 .32 .35 H3: No 
IMO on OI .69 .23 .26 1.2 .00 H4: Yes 
IMO on JS .78 .18 .47 1.1 .00 H5: Yes 
OI on COB .30 .06 .19 .42 .00 H6: Yes 
JS on COB .22 .08 .07 .39 .00 H7: Yes 
 
Sections 5.8.2.1, 5.8.2.2, 5.8.2.3, and 5.8.2.4 discuss the results in regard to each of 
the direct effects.  
 
5.8.2.1 Relationship between FLEs’ Experience of IM Programs and 
Perception of IMO 
Hypotheses H1 suggests that there is a relationship between FLEs’ experience of 
IM programs and their perception of IMO. As is shown in Table 5.34, a significant 
direct relationship was found between FLE experience of IM programs and 
perception of IMO (β = .59, CIlow = .43 & CIhigh = .76, p<.01).  
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5.8.2.2 Relationship between FLEs’ Experience of IM Programs and FLE 
Outcomes 
Hypotheses H2 and H3 suggest there is a relationship between FLEs’ experience of 
IM programs and FLE outcomes OI (H2) and JS (H3). As is shown in Table 5.34, 
experience of IM programs did not have a significant direct effect on either OI (β = 
-.07, CIlow = -.44 & CIhigh = .27, p>.01) or JS (β = .10, CIlow = -.14 & CIhigh = .32, 
p>.01). Thus, hypotheses H2 and H3 were not supported.  
 
5.8.2.3 Relationship between FLE’s Perception of IMO and FLE Outcomes 
Hypotheses H4 and H5 suggest that there is a direct relationship between FLEs’ 
perception of IMO and OI (H4) and JS (H5). As is shown in Table 5.34, the results 
identify a significant direct path exists between perception of IMO and OI (β = .69, 
CIlow = .26 & CIhigh = 1.2, p<.01), and between perception of IMO and JS (β = .78, 
CIlow = .47 & CIhigh = 1.1, p<.01). Thus, hypotheses H4 and H5 are supported. 
 
5.8.2.4 Relationship between FLEs’ Job Satisfaction, Organisational 
Identification and Customer-oriented Behaviour 
 
Hypothesis H6 suggests there is a relationship between FLEs’ OI and their COB. 
Hypothesis H7 suggests there is a relationship between FLEs’ JS and their COB. 
The results in Table 5.34 identify that there is a significant direct relationship 
between OI and COB (β = .30, CIlow = .19 & CIhigh = .42, p<.01), and also a 
statistically significant relationship between JS and COB (β = .22, CIlow = .07 & 
CIhigh = .39, p<.01). Thus, hypotheses H6 and H7 are supported. 
 
5.8.3 Results of Indirect (Mediated) Path Effect 
The bootstrapping bias-corrected 95% confidence interval procedure in SEM 
allows the test of the indirect/mediation hypotheses proposed in this thesis, which 
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is one of the benefits of this approach (Arbuckle, 2011; Byrne, 2010; Strizhakova 
et al., 2011). Macho and Ledermann (2011, p. 34) pointed out that “In many 
practical applications, researchers using structural equation modelling (SEM) face 
the problem of assessing specific effects that cannot be classified as direct, 
indirect, or total effects, as estimated by most SEM programs”. To solve this issue, 
Macho and Ledermann (2011) developed a ‘Phantom Modelling’ approach which 
could be used to assess specific indirect effects whose testing is otherwise 
prevented by the limited capability of software packages such as AMOS 
(Ledermann, Macho, & Kenny, 2011; Maruskin, Thrash, & Elliot, 2012; Melton & 
Hartline, 2013; Polonsky, Renzaho, Ferdous, & McQuilten, 2012).  
The following steps are recommended to develop phantom models which help to 
identify specific indirect effects (Macho & Ledermann, 2011). First, one should 
develop a phantom model that is made entirely of latent variables. Second, the 
latent variables’ parameters should be completely constrained equal to the 
corresponding paths in the main model (see Figure 5.24). Finally, phantom models 
are then used to serve specific purposes such as to test multiple specific indirect 
effects. The phantom model component has no direct arrows to the main model, 
but rather, is self-contained with each path coefficient in the phantom model set 
equal to the coefficient of the corresponding path in the main model2 (see Figure 
5.24). The authors also point out that the addition of one or more phantom models 
to the main model does not influence the estimation or testing of the direct 
relationships within the main model, as the phantom model only calculates its own 
path effects. 
This thesis follows Macho and Ledermann’s (2011) guidelines for using the 
phantom model approach in AMOS software (Version 20), which allows for the 
calculation of specific indirect (i.e., mediated) effects of relationships, in addition 
to the direct effects being tested. Figure 5.24 depicts these two components. The 
overall model is the initial hypothesised model (Figure 5.23), with the addition of a 
phantom model, which is identified by the arrow within Figure 5.24. When AMOS 
                                                          
2 For example, if the path between OI_ and COB_OI in the phantom model (see Figure 5.24) is 
constrained as ‘a’, the corresponding path between OI and JS (see Figure 5.24) is also constrained 
as ‘a’ in the main model. 
 
 
244 
 
assesses the integrated model it then calculates both the direct and indirect effects. 
Table 5.35 summarises the results of analysis in regard to the hypothesised indirect 
effects, and the direct effects are reported in 5.35 and do not change with the 
inclusion of the phantom model (as can also be seen in Figure 5.24, which reports 
on all paths). 
Table 5.35: Unstandardised Indirect Effects 
 
Bootstrap bias-corrected method 95% Confidence Interval (CI) 
 
Paths 
 
Unstandardised 
Estimates 
 
 
SE 
 
Lower 
CI 
 
Upper 
CI 
 
p-
value 
Support 
for 
Hypotheses 
Indirect Effects       
IMP on IMO via OI  .41 .15 .17 .76 .00 H4a: Yes 
IMP on IMO via JS .46 .11 .28 .74 .00 H5a: Yes 
IMO on COB 
(direct effect) 
.12 .11 -.09 .33 .26 __ 
IMO on COB via JS 
and OI (two 
mediators) 
.38 .11 .19 .62 .00 __ 
IMO on COB via 
OI* 
.20 .08 .06 .37 .00 H6a: Yes 
IMO on COB via 
JS* 
.18 .07 .05 .37 .00 H7a: Yes 
Note: IMP = FLE experience of IM programs; IMO = FLEs’ perception of IMO; 
OI = organisational identification, JS = Job Satisfaction; COB = Customer-
oriented Behaviour. 
*Assessment of specific indirect effects was conducted in AMOS 20 using the 
phantom-model approach (Macho & Ledermann, 2011). 
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Figure 5.24: Phantom Modelling for Specific Mediation Effect 
 
Sections 5.8.2.1 and 5.8.2.2discuss the hypotheses related to the indirect effects.  
 
The Phantom Model 
Main Model 
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5.8.3.1 Mediation between FLEs’ Experience of IM Programs and FLE 
Outcomes 
Hypothesis H4a suggests an indirect relationship between FLEs’ experience of IM 
programs and JS through their perception of IMO. H5a suggests an indirect 
relationship between FLEs’ experience of IM programs and OI through their 
perception of IMO. Given that the direct paths (see Table 5.33) between IM 
programs and OI and JS were insignificant, the hypotheses suggest that perception 
of IMO mediates the relationship between FLEs’ experience of IM programs and 
OI and JS, respectively. As reported in Table 5.34, the unstandardised indirect 
effect of experience of IM programs on OI through perception of IMO was found 
to be significant at .41 (CIlow = .17 & CIhigh = .76, p<.01), that is, hypothesis H4a is 
supported. The results reported in Table 5.34 also indicate a significant indirect 
effect for FLEs’ experience of IM programs on JS through their perception of IMO 
of .46 (CIlow = .28 & CIhigh = .74, p<.01), thereby supporting hypothesis H5a. Thus, 
in both cases, there is a statistically-significant mediation effect on the perception 
of IMO. 
 
5.8.3.2 Mediation between FLEs’ Perception of IMO and FLE Customer-
oriented Behaviour 
Hypotheses H6a and H7a suggest there is an indirect relationship between 
perception of IMO and COB through OI and JS. As identified in Table 5.34, the 
phantom mediation analysis (Macho & Ledermann, 2011) reveals that JS and OI 
both mediated the relationship between FLEs’ perception of IMO and their 
customer-oriented behaviours (COB) (i.e., total indirect effect = 0.38, CIlow = .19 & 
CIhigh = .62, p<.01). Given there are two simultaneous mediation effects occurring, 
it is then necessary to decompose them for each variable (i.e., JS and IO). As 
identified in Table 5.34, the results of this analysis suggest that OI had a significant 
unstandardised indirect effect of 0.20 (CIlow = .06 & CIhigh = .37, p<.01), thus 
mediating the relationship between perception of IMO and COB. JS also had a 
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significant unstandardised indirect effect of 0.18 (CIlow = .05 & CIhigh = .37, p<.01), 
i.e., mediating the relationship between perception of IMO and COB. The results 
provide evidence that the specific mediation effects exist in the proposed model, 
thus supporting hypotheses H6a and H7a.  
 
5.9 Conclusion 
This chapter presents the result of the data analyses related to assessing the validity 
and reliability of the constructs, as well as testing of the proposed hypotheses. 
Initially, the chapter describes the coding of the data (Section 5.2), data screening 
(Section 5.3), sample response rate, and sample description (Section 5.4). 
Estimation-maximation (EM) technique was used to replace missing values in the 
data (Holmes-Smith et al., 2010; Kline, 2005). While the data set used in this thesis 
was identified as being univariate normal, further analysis indicated the presence 
of mulivariate non-normality. As a result, maximum likelihood process was 
coupled with bootstrapping to amend for non-normality in the data set (Byrne, 
2010; Hoyle, 2012). The preliminary analysis identified there were two-hundred-
and-ninety-five usable surveys returned, a 52% response rate. The demographic 
characteristics identified that 203 were males (69%); the average age within the 
sample was 35 years old (std. deviation = 6.5); respondents had worked as 
salespeople within the targeted organisation for, on average, 4.7 years (std. 
deviation = 1.8) and the majority of the respondents had a bachelor degree (or 
higher). Demographics were found not to impact on the constructs (IM Programs, 
IMO, JS, IO and COB) and, thus, were not included within the modelling (Section 
5.7.3). 
 
Chapter Five then focused on presenting the findings of the structural equation 
modelling (SEM), which was undertaken in a two-stage process following the 
guidelines of Anderson and Gerbing (1988). The first stage involved the testing of 
the measurement models for each construct; the second stage involved testing the 
full structural model. The results of the individual measurement models indicated 
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that all models held in regard to uni-dimensionality, reliability, construct validity 
and model fit indices, although items needed to be dropped from internal 
information generation (two items) and organisational identification (one item). 
Additional analyses were undertaken to identify whether experience of IM 
programs and perception of IMO held as first-order latent constructs, which were 
found to hold (Sections 5.6.1.4 and 5.6.2.4), and, therefore, the first-order 
constructs could be used in the full structural model.  
This chapter also tested construct validity, whether there was common method 
variance (CMV) bias, and the impact of demographic characteristics on the five 
key variables of the model, before proceeding with the full structural model 
testing. Construct validity (i.e., both convergent and discriminant validity) were 
found to hold (Section 5.7.1), and common method variance bias was not an issue 
with the data used (Section 5.7.2). The fit indices for the full structural model fell 
within the acceptable range (Section 5.7.4), thus, the model fitted the data well, 
allowing the paths of the structural model to be used to test the underlying 
hypotheses of this thesis. The hypotheses testing identified five of the seven 
hypotheses (H1, H4, H5, H6 and H7) related to direct effects were supported 
(Section 5.8.1). The four hypotheses (H4a, H5a, H6a and H7a) related to the 
indirect effects were also supported (Section 5.8.2). These findings indicate that 
FLEs’ positive experience of IM programs and their perception of IMO predicted 
FLEs’ OI and JS which, in turn, predicted their COB.  
Chapter Six provides a discussion of the findings in regard to the research 
questions outlined in Chapter One, as well as the implications of the results for 
practice and theory. It then discusses the limitations of this thesis, provides 
directions for further research, and makes concluding remarks about the thesis. 
 
  
 
 
249 
 
CHAPTER SIX 
DISCUSSION AND CONCLUSIONS 
 
6.1 Introduction 
Chapter Five presented the data analyses examining the hypotheses tested within 
this thesis (see Chapter Three and Table 5.33). This chapter discusses the research 
findings, as well as the theoretical and managerial implications. It also identifies 
the research limitations of the thesis and the future research directions suggested 
by the results in this thesis. The chapter is organised into nine sections. Following 
the introduction (Section 6.1) an overview of the findings of this thesis is presented 
in Section 6.2. The results are discussed in regard to the five research questions 
identified in Section 1.3. Section 6.3 examines FLEs’ experience of IM programs 
and their perception of IMO and FLE outcomes. Section 6.4 discusses the 
relationship between FLEs’ perception of IMO and FLEs’ outcomes. Section 6.5 
discussed the relationship between FLE outcomes (i.e., organisational 
identification, job satisfaction and customer-oriented behaviour). Section 6.6 
focuses on discussion related to theoretical implications. The managerial 
implications arising from the thesis’s findings are discussed in Section 6.7. Section 
6.8 discusses the limitations of this thesis, with directions for further research 
described in Section 6.9. The final conclusions of this thesis are presented in 
Section 6.10. 
 
6.2 Overview of the Findings 
As discussed in Chapter One, frontline employees (FLEs) are a key source of 
competitive advantage for service firms (Lovelock & Wirtz, 2011), as consumer 
experiences and the perception of firms are influenced by how effectively FLEs 
deliver services (Malhotra et al., 2012). Given that FLEs present the face and voice 
of the organisation to consumers (Babakus et al., 2003), it is critical for 
organisations to develop strategies and programs that motivate FLEs to deliver 
quality services through customer-oriented behaviours. As identified in Chapter 
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Two, the process associated with managing employees’ activities has been termed 
internal marketing (IM) in the literature (Ahmed et al., 2003; Berry, 1981; 
Gronroos, 1985).  
Firms have adopted internal market orientation (IMO) activities to ensure FLEs’ 
needs and wants are well understood and that appropriate ‘job products’ are 
delivered. This is analogous to the way traditional market orientation (MO) is 
undertaken, where firms gather external information then respond to the external 
customers’ needs (Kohli & Jaworski, 1990). IMO, like MO, has been 
conceptualised as a set of processes through which internal information is 
generated from the internal marketplace (i.e., employees), communicated within 
the internal market and results in managerial responses designed to deliver the 
right ‘job products’ (Gounaris, 2006; Lings, 2004). From the perspective of IM, it 
has been argued that even though management may craft the most carefully 
developed IM strategy (i.e., IMO), the successful implementation of the process is 
contingent on how FLEs respond to the strategy and associated activities 
(Gounaris, 2008a). It is, therefore, critical for management to undertake IMO in a 
way that it is viewed positively by the firms’ FLEs. When implementing IMO, a 
variety of human resource focused IM programs can be used, including 
empowerment, participation in decision-making and formalisation of 
communication. It is this set of these programs, when implemented as an integrated 
program, that can alter and/or improve FLEs’ view of internal market orientation 
(IMO), leading to positive FLE outcomes (Dunne & Barnes, 2000; Gounaris, 
2008a; Harris & Ogbonna, 2000; Higgins, 1996; Thomson, 1990). Within the IM 
literature, organisational identification (OI) and job satisfaction (JS) have been 
shown to be two significant FLEs’ job outcomes of the implementation of IM 
programs and IMO. FLEs’ OI and JS, in turn, have been found to influence their 
customer-oriented behaviour (COB) (Berry, 1981; Gounaris 2008a; Homburg et 
al., 2009; Payne, 1993; Wieseke et al., 2009; Woodruffe, 1995). Although previous 
studies have not empirically tested the direct link between IM and FLEs’ COB, 
several authors have posited that IM activities results in employees’ OI and JS, 
which, in turn, should influence COB (i.e. IM activities indirectly impacting on 
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employee’s COB) (Berry, 1981; Gounaris, 2008a; Payne, 1993; Wieseke et al., 
2009; Woodruffe, 1995). 
To date, FLEs’ perceptions of IMO (and the impact of their perception) have been 
under-researched, even though FLEs play an essential role in achieving 
organisational outcomes. Thus, understanding how FLEs perceive and respond to 
IMO is essential (Lings, 2004). Further, existing studies are yet to empirically 
examine whether FLEs’ experience of specific set of IM programs influence FLEs’ 
perceptions of IMO and whether this, in turn, results in positive FLE outcomes 
(i.e., organisational identification, job satisfaction and customer-oriented 
behaviour). Based on a literature review, a number of gaps were identified, which 
led to the six specific research questions (Section 1.3) underpinning this thesis: 
RQ1: Does FLEs’ experience of IM programs positively impact on their perception 
of IMO? 
RQ2: Does FLEs’ experience of IM programs positively impact on FLE outcomes 
(i.e., job satisfaction and organisational identification)? 
RQ3: Does FLEs’ perception of IMO positively impact on FLE outcomes (i.e., job 
satisfaction and organisational identification)? 
RQ4: Does perception of IMO mediate the relationship between FLE experience of 
IM programs and FLE outcomes (i.e., job satisfaction and organisational 
identification)? 
RQ5: Does FLEs’ job satisfaction and organisational identification directly impact 
their customer-oriented behaviour? 
RQ6: Does FLEs’ organisational identification and job satisfaction mediate the 
relationship between FLEs perception of IMO and customer-oriented behaviour? 
To address these research questions, a conceptual model was developed in Chapter 
Three (Figure 6.1). The underlying premise of the conceptual model was presented 
as: FLEs’ experience (i.e., their assessment) of a set of IM programs influences 
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their perception of IMO which, in turn, results in positive FLEs’ organisational 
identification, job satisfaction and, ultimately, customer-oriented behaviour. 
Figure 6.1: The Conceptual Model with Relevant Hypotheses 
 
The model was based on the literature and was used to identify the relationships 
between the constructs within the conceptual model. This also guided the 11 
hypotheses to be tested within this thesis - seven direct relationships and four 
indirect relationships (detailed in Chapter Three). They are as follows: 
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Direct Hypotheses: 
H1: FLEs’ experience of IM programs will be related positively to their perception 
of IMO. 
H2: FLEs’ experience of IM programs will be related positively to their 
organisational identification. 
H3: FLEs’ experience of the set of IM programs delivered by their organisation 
will positively associate to FLEs’ job satisfaction. 
H4: FLEs’ perception of IMO will be related positively to their organisational 
identification. 
H5: FLEs’ perception of IMO will be positively related to their job satisfaction. 
H6: FLEs’ organisational identification will be positively related to their 
customer-oriented behaviour. 
H7: FLEs’ job satisfaction will be positively related to their customer-oriented 
behaviour. 
Indirect Hypotheses: 
H4b: FLEs’ perception of IMO mediates the relationship between their experience 
of IM programs and their organisational identification. 
H5a: FLEs’ perception of IMO mediates the relationship between their experience 
of IM programs and job satisfaction. 
H6a: FLEs’ organisational identification mediates the relationship between their 
perception of organisational IMO and their customer-oriented behaviour. 
H7a: FLEs’ job satisfaction mediates the relationship between their perception of 
IMO and their customer-oriented behaviour. 
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The items used within this thesis for measuring the constructs of interest in the 
proposed conceptual model were drawn from previously validated scales (Section 
4.4.1). Given the causal nature of the relationships hypothesised in Chapter Three, 
structural equation modelling (SEM) using Version 20 of AMOS was deemed most 
appropriate to test the underlying relationships between the constructs. The 
research method and analytical tools used to implement the study of the hypotheses 
were detailed in Chapter Four. Data normality was assessed in Chapter Five 
(Section 5.3) before estimating parameters and testing hypotheses (Section 5.3) 
(Bagozzi & Yi, 2012). Given that the data were found to be multi-variate non-
normal (i.e., Mardia’s statistics >10, p<0.05) maximum likelihood (ML) estimation 
of CFAs and the structural model, coupled with bootstrapping of the data, were 
undertaken (Byrne, 2010; Zhao et al., 2010). Additionally, using a bootstrap bias-
corrected method, standard errors of parameter estimates were calculated for both 
direct and indirect hypotheses testing (i.e., using 2,000 bootstrap samples) (Byrne, 
2010; Strizhakova et al., 2011) (Section 4.4.5.7). A phantom modelling approach 
in SEM (Section 5.8.2.2) was used to calculate specific indirect (i.e., mediated) 
effects (i.e., perception of IMO on COB via JS and OI). 
Chapter Five also reported on the empirical testing of the hypotheses using a 
sample of 295 frontline salespeople working for a large Bangladeshi general 
insurance company. As the data were self-reported, the analysis also tested for 
common method variance (CMV) bias (Richardson et al., 2009), which was found 
not to have had a significant effect on the data. The results (Section 5.8) indicated 
that the structural model explained 54% of the variance in FLEs’ perception of 
IMO, 14.8% in OI, 43.9% in JS, and 34.8% in FLEs’ self-reported COB. The 
findings from the direct and indirect paths in SEM largely support the hypothesised 
relationships proposed in this thesis (i.e., nine of the 11 hypotheses were 
supported), and are summarised in Table 6.1.  
By testing the relationships between the variables in the model, this thesis 
substantially contributes to existing IM theories as well as suggesting managerial 
implications, which are discussed in Sections 6.6 and 6.7. 
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Table 6.1: Results Summary of the Direct and Indirect Hypotheses 
Bootstrap bias-corrected Method 95% Confidence Interval (CI) 
 
Paths 
Unstandardised 
Estimates 
 
SE 
Lower 
CI 
Upper 
CI 
 
p-value 
Support for 
Hypotheses 
Direct 
Effects 
      
IMP on IMO .59 .08  .43 .76 .00 H1: Yes 
IMP on OI -.07 .18 -.44 .27 .67 H2: No 
IMP on JS .10 .11 -.14 .32 .35 H3: No 
IMO on OI .69 .23 .26 1.2 .00 H4: Yes 
IMO on JS .78 .18 .47 1.1 .00 H5: Yes 
OI on COB .30 .06 .19 .42 .00 H6: Yes 
JS on COB .22 .08 .07 .39 .00 H7: Yes 
 
Indirect Effects 
IMP on IMO via 
OI  
.41 .15 .17 .76 .00 H4a: Yes 
IMP on IMO via 
JS 
.46 .11 .28 .74 .00 H5a: Yes 
IMO on COB 
(direct effect) 
.12 .11 -.09 .33 .26 __ 
IMO on COB via 
JS and OI (two 
mediators) 
.38 .11 .19 .62 .00 __ 
IMO on COB via 
OI* 
.20 .08 .06 .37 .00 H6a: Yes 
IMO on COB via 
JS* 
.18 .07 .05 .37 .00 H7a: Yes 
*Assessment of individual indirect effects was conducted in AMOS using the phantom 
model approach (Macho & Ledermann, 2011). 
Note: IMP = FLE experience of IM programs; IMO = FLEs’ perception of IMO; OI = 
organisational identification, JS = Job Satisfaction; COB = Customer-oriented 
Behaviour. 
 
6.3 Consequences of FLEs’ Experience of IM Programs 
This section discusses the results related to: (i) FLEs’ experience of IM programs 
and perception of IMO; and (ii) FLEs’ experience of IM programs and their job 
outcomes, namely, OI and JS. These relationships aim to address the first two 
research questions: 
RQ1: Does FLEs’ experience of IM programs positively impact on their perception 
of IMO? 
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RQ2: Does FLEs’ experience of IM programs positively impact on FLE outcomes 
(i.e., job satisfaction and organisational identification)? 
 
6.3.1 Relationship between FLEs’ Experience of IM Programs and Perception 
of IMO 
The thesis hypothesised in H1 that FLEs’ experiences with a set of IM programs 
(i.e., comprised of employee empowerment, participation in decision-making and 
communication formalisation) will have a direct influence on employees’ 
perception of IMO. 
Through confirmatory factor analysis (CFA) (Section 5.6.1) it was confirmed that 
FLEs’ experience of IM programs held as a first-order reflective latent construct. 
This identified that FLEs’ experience an integrated set of IM programs comprising 
a variety of alternative activities (i.e. empowerment, communication formalisation 
and participation in decision-making). Similar conceptualisation of IM programs as 
a first-order latent construct was also confirmed in Gounaris (2008a) and Anaza 
and Rutherford (2012). An examination of the direct structural path (see Table 6.1) 
confirmed that FLEs’ experiences with a set of IM programs positively influenced 
their perception of internal market orientation (IMO). 
Past studies have only posited the link between FLEs’ experiences with a set of IM 
programs and employees’ perception of IMO, which has generally been based on 
anecdotal evidence rather than FLE survey results (Dunne & Barnes, 2000; 
Gounaris, 2008a; Harris & Ogbonna, 2000; Higgins, 1996; Thomson, 1990). The 
results of the SEM analysis empirically confirm the link between FLEs’ experience 
of IM programs and their perception of IMO (β = .59, CIlow = .43 & CIhigh = .76, 
p<.01). This is consistent with Yoon, Beatty and Suh (2001) who suggested that 
when FLEs experience an increased set of supportive internal human resource 
activities (i.e., formal management support, opportunity for participation and 
increased authority over their work), their perception of the firm’s internal 
strategies, of which IMO would be one, improves. Thus, the significant empirical 
relationship found between FLEs’ experiences of IM programs and their 
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perception of IMO addresses research question one (RQ1) of this thesis, and is the 
first to provide an empirical understanding of the relationship between the two 
constructs. The theoretical and managerial implications of the relationship found 
between the two constructs (i.e., IM programs and IMO) are discussed in Section 
6.6.  
 
6.3.2 Relationship between Experience of IM Programs and FLE’s OI and JS 
Based on the literature in Chapter Two, the thesis posited a direct relationship 
between FLEs’ experience of IM programs and FLEs’ OI (H2), as well as between 
FLEs’ experience of IM programs and FLEs’ JS (H3). However, FLEs’ experience 
of IM programs was found to be insignificantly related to both OI and JS. Thus, 
hypotheses H2 and H3 were not supported. 
While previous studies have posited that there should be a direct and significant 
link between employees’ experiences with IM programs and employee outcomes 
such as OI (Lam et al., 2010; Wieseke et al., 2009; Bell & Menguc, 2002), the 
findings of this thesis do not provide support for this link (β = -.07, CIlow = -.44 & 
CIhigh = .27, p>.01) (see Table 6.1). Further, past studies have also proposed 
employees’ experiences with IM programs positively affect their job satisfaction 
(Ahmed et al., 2003; Bansal et al., 2001; Dabholkar & Abston, 2008; Gounaris, 
2008a). However, the findings of the analysis in this thesis did not provide support 
for a direct relationship between FLEs’ experience of IM programs and their JS (β 
= .10, CIlow = -.14 & CIhigh = .32, p>.01). 
However, as will be discussed in Section 6.4, there was a direct relationship found 
between FLEs’ perception of IMO and OI and JS. Additionally, as indicated in 
Table 6.1, the link between perception of IMO and FLEs’ COB was found to be 
insignificant, which suggests the possibility that FLEs’ experience of IM programs 
only indirectly impacts on their OI and JS. That is, FLEs’ perception of IMO might 
play a mediating role between FLEs’ experience of IM programs and their OI and 
JS. Results related to the mediation effects of FLEs’ perception of IMO are 
discussed in Section 6.4 following. 
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6.4 Consequences of FLE Perception of IMO 
This section discusses the results related to testing the hypotheses examining FLE 
perception of IMO on OI and JS; and the mediating effect of FLE perceptions of 
IMO between experience of IM programs and OI and JS. These relationships 
address the following two research questions: 
RQ3: Does FLEs’ perception of IMO positively impact on FLE outcomes (i.e., job 
satisfaction and organisational identification)? 
RQ4: Does perception of IMO mediate the relationship between FLE experience of 
IM programs and FLE outcomes (i.e., job satisfaction and organisational 
identification)? 
 
6.4.1 Relationship between Perception of IMO and FLEs’ OI and JS 
Drawing on the literature, the thesis posited that there was a direct relationship 
between FLEs’ perception of IMO and FLEs’ OI (H4) and JS (H5). 
As highlighted in Section 4.4.3.1 (see Table 4.22), the participating Bangladeshi 
insurance company claimed to undertake a range of IMO activities targeting its 
FLEs. Previous studies, such as Lam et al. (2010) and Lings (2004), have posited 
that firms that have an IMO philosophy (i.e., supportive management) for dealing 
with employees will foster employees’ identification with (i.e., sense of 
belongingness to) their organisation. Employees’ positive perception of IMO 
should then result in employees undertaking more targeted actions designed to 
create external customer satisfaction (i.e., customer-oriented behaviour). The 
findings of this thesis identify that when FLEs view IMO positively, they increase 
their sense of belongingness to their organisation (i.e., OI) and, thereby, should be 
motivated to undertake and deliver on satisfying external customers (i.e., COB). 
FLEs’ OI is, therefore, an important consequence of their perception of IMO. 
However, while the relationship between FLEs’ perception of IMO and OI has 
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been proposed, it is based conceptually on anecdotal evidence in the literature 
(Lings, 2004, Wieseke et al., 2009) and has not been empirically tested, which is a 
gap in the literature this thesis sought to address. The results of the analysis in this 
thesis found a statistically significant direct relationship between perception of 
IMO and OI, thereby supporting H4 (β = .69, CIlow = .26 & CIhigh = 1.2, p<.01) (see 
Table 6.1). 
Carter and Gray (2007) posited that, based on anecdotal evidence, positive 
employee perception of IMO should result in increased employee job satisfaction. 
The rationale they provided is that FLEs having positive views of IMO creates an 
impression among employees that their firm is delivering them the ‘right job 
products’, through the organisation’s IMO. Delivering the perceived ‘job products’ 
thereby provides psychological and social benefits to employees (Lings, 2004). 
Several studies have empirically found employee perception of IMO significantly 
affects employee job satisfaction (Lings & Greenley, 2005; Gounaris, 2006, 2008a; 
Tortosa et al., 2009, 2010). The results of this thesis also confirm the relationship 
between IMO and JS (β = .78, CIlow = .47 & CIhigh = 1.1, p<.01) (see Table 6.1). 
The statistically significant direct relationship between perception of IMO and JS, 
therefore, supports hypothesis H5. The implications for this finding are discussed 
in Sections 6.6 and 6.7. 
 
6.4.2 Mediating Effect of Perception of IMO between Experience of IM 
Programs and FLEs’ OI and JS 
This thesis posited that FLEs’ perception of IMO mediates the relationship 
between OI and experience of IM programs (H4a). As was identified in Section 
6.3.2, there was a significant direct relationship found between FLEs’ perception 
of IMO and OI, but not between FLEs’ experience of IM programs and OI. The 
lack of a direct effect between IM programs and OI might indicate that FLEs’ 
perception of IMO could mediate the relationship between FLEs’ experience of IM 
programs and their OI, rather than directly influence it. The findings of this thesis 
confirmed that FLEs’ experience with IM programs only indirectly impacts FLEs’ 
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OI through their perception of IMO (β (mediation) = .41, CIlow = .17 & CIhigh = .76, 
p<.01) (see Table 6.1). Previous research only suggests that FLEs’ experience of 
IM programs alters the view of IMO and, in turn, positively affects employee 
outcomes such as OI (Anaza & Rutherford, 2012; Gounaris, 2008a). In reviewing 
the relevant literature, it has been found that previous studies are yet to empirically 
test the mediating effect of FLEs’ perception of IMO between experience of IM 
programs and their outcomes such as OI, which was a gap this thesis sought to 
address. Given that no direct relationship was found between IMO and COB (see 
Table 6.1), the findings of this thesis confirm that FLEs’ perception of IMO fully 
mediates the relationship between experience of IM programs and FLEs’ OI (Zhao 
et al., 2010). This highlights that a FLEs’ positive experience of IM programs is 
only indirectly related to FLEs’ OI when they have a positive perception of IMO. 
The implications for this finding are discussed in Sections 6.6 and 6.7.  
This thesis also proposed that FLEs’ perception of IMO should mediate the 
relationship between their experience of IM programs and JS (H5a). As was 
identified in Section 6.3.2, there was a significant direct relationship between 
FLEs’ perception of IMO and JS, but no significant relationship was found 
between FLEs’ experience of IM programs and JS. As in the case of OI, this 
suggests that FLEs’ perception of IMO fully mediates the relationship between 
FLEs’ experience of IM programs and JS (see Table 6.1). This confirms that FLEs’ 
experience with IM programs only indirectly impacts on FLEs’ JS through their 
perception of IMO. The review of the literature failed to identify past studies that 
empirically tested the mediation effect of FLEs’ perception of IMO between IM 
programs and JS. The implications of this finding are discussed in Sections 6.6 and 
6.7.  
  
6.5 Relationship between FLEs’ OI and JS and COB 
This section discusses the results related to testing of the hypotheses concerning 
the relationship between both FLEs’ OI and JS, and COB, as well as the mediating 
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role of FLEs’ OI and JS between FLEs’ perception of IMO and their COB. These 
relationships address the following research questions posited in the thesis: 
RQ5: Does FLEs’ job satisfaction and organisational identification directly impact 
on their customer-oriented behaviour? 
RQ6: Does FLEs’ organisational identification and job satisfaction mediate the 
relationship between FLEs’ perception of IMO and their customer-oriented 
behaviour? 
 
6.5.1 Direct Relationship between FLEs’ OI and JS and COB 
Based on the review of the literature this thesis posited that there was a direct 
relationship between FLE’s OI and their COB, that is, hypothesis H6 (see Section 
3.8 for a discussion of the rationale). Past studies have found that employees who 
strongly identify with their organisation are then likely to engage in greater COB 
(Efraty & Wolfe, 1988; Wieseke et al., 2009). That is, if employees have a greater 
sense of belongingness to their organisation they are motivated to respond 
positively towards the firm’s requirements related to exhibiting COB, which, in 
turn, has then been found to positively impact on customers’ satisfaction with 
FLEs’ COB (Stock & Hoyer, 2005; Wieseke et al., 2007; Wieseke et al., 2009). 
Such a link is consistent with general employee motivation theory which suggests 
that the more employees are included in goal-setting, the more likely the 
employees are to achieve targeted goals, such as COB (Locke & Latham, 2002). 
The results in this thesis identified a significant direct relationship between FLEs’ 
OI and their COB (β = .30, CIlow = .19 & CIhigh = .42, p<.01) (see Table 6.1), thus 
confirming hypotheses H6. This significant link provides additional support to that 
found in Wieseke et al. (2007), Wieseke et al. (2009) and Homburg et al. (2009). 
The implications of this significant link are discussed in Sections 6.7 and 6.8.  
This thesis also posited that there is a direct relationship between FLEs’ JS and 
their COB (H7). Past studies have found equivocal results regarding this 
relationship. While proponents of internal marketing have argued that employee JS 
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should predict employees’ COB (Ahmed & Rafiq, 2003; Berry, 1981; George, 
1990; Gronroos, 1985; Hoffman & Ingram 1992; Lee et al., 2006; Tansuhaj et al., 
1988), other studies have found that there is an insignificant empirical relationship 
between JS and COB (Homburg et al., 2009; Wagenheim & Rood, 2010). The 
results from this thesis indicate that there was a significant direct relationship 
between FLEs’ JS and their COB (β = .22, CIlow = .07 & CIhigh = .39, p<.01) (see, 
Table 6.1), thereby supporting hypothesis H6 and confirming a link in this context.  
 
6.5.2 Mediating Effect of OI and JS between Perceptions of IMO and COB 
It was posited that FLEs’ OI (H6a) and JS (H7a) mediate the relationship between 
their perceptions of IMO and COB. While one of the key goals of implementing 
IM is to ultimately foster positive FLEs’ COB (see Section 3.8) (Berry, 1981; 
Gronroos, 1993), past research has not empirically examined the relationship 
between IM programs, IMO and employees’ COB. Several studies, however, have 
suggested that if FLEs viewing IMO positively, it impacts, directly and indirectly, 
on JS and OI (Bansal et al., 2001; Berry, 1981; Dabholkar & Abston, 2008; 
Gronroos, 1985; Lings & Greenley, 2010; Wieseke et al., 2009), which 
subsequently affects how FLEs engage with external customers (i.e., their COB). 
Given that the direct effect of IMO on COB was found to be insignificant (β = .12, 
CIlow = -.09 & CIhigh =.33, p<.01) (see Table 6.1), this suggested the possibility of a 
mediation effect existing between IMO and COB via JS and OI. This was assessed 
using the mediation analysis (see Section 5.8.2.2), and identified that the 
perception of IMO only indirectly affected COB through both OI and JS (i.e., total 
mediation effect = .38, CIlow = .19 & CIhigh = .62, p<.01) (see Table 6.1). 
To disaggregate the impact of each of the two mediation effects, a phantom model 
analysis was used (see Section 5.8.3), which confirmed that both OI and JS 
individually, significantly mediated this relationship. That is, OI had a significant, 
specific, indirect effect, β = 0.20 (CIlow = .06 & CIhigh = .37, p<.01) between IMO 
and COB. JS also had a significant indirect effect, β = 0.18 (CIlow = .05 & CIhigh = 
.37, p<.01). These findings contribute to the existing literature, as these effects 
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have not previously been empirically explored in previous studies. Both the 
theoretical and managerial implications of these mediation path effects are 
discussed in Sections 6.6 and 6.7 following. 
 
6.6 Theoretical Implications 
This thesis makes a significant contribution to theory by testing a model of internal 
marketing (IM) (Figure 6.1) that integrates FLEs’ experience of a set of IM 
programs and their perception of IMO, rather than management’s view, as well as 
assessing the links to employee outcomes. The review of the literature (Chapter 
Two) identified that most studies assessing employee perception of IM have taken 
a managerial perspective, that is, what managers do rather than what frontline 
employees think. While this is important because managers are involved in 
implementing strategies, it is possibly more important to examine IM from the 
perspective of the FLEs who are affected and are expected to change the way they 
engage with consumers (Malhotra et al., 2012).  
Scholars of IM have strongly argued that organisational objectives can be 
effectively achieved by increasing the primacy of the FLEs’ perspective when it 
comes to the execution of successful internal strategies and programs (i.e., IMO 
and IM programs) (Babakus et al., 2003; Berry, 1981; Lings, 2004; Lovelock & 
Wirtz, 2011). Therefore, by empirically testing the integrative model of IM (see 
Figure 6.1) this thesis informs to the IM literature, identifying that a set of tactical 
focused IM programs need to be undertaken by firms if they are to positively 
influence the views of IMO (i.e., strategy). This then positively impacts on 
employees’ work outcomes of organisational identification (OI) and job 
satisfaction (JS) and, consequently, on their customer-oriented behaviour (COB).  
Additionally, by establishing the empirical links between FLEs experience of IM 
programs, FLEs’ perception of IMO and their work outcomes this thesis also 
contributes to the marketing discipline by highlighting that even though 
management may craft the most carefully developed IM strategy, the successful 
implementation of IMO is contingent on how FLEs respond to it. As such FLEs 
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views should take prominence when top management formulates and implements 
internally focused marketing strategies designed to achieve externally focused 
organizational objectives (Homburg et al. 2009; Gounaris, 2008a).    
Previous studies have suggested that a specific set of IM programs (i.e., 
empowerment, participation in decision-making and communication 
formalisation), when implemented, will alter employees’ perception of IMO 
(Gounaris, 2008a; Higgins, 1996), but the research has not empirically tested this 
outcome. The relationship is suggested because it has been argued within the 
literature that when a set of human resource-focused managerial practices are 
effectively delivered they impact on employees’ perception of organisational 
strategies (such as IMO) (Cardy et al., 2007; Harter et al., 2010). This thesis has 
empirically demonstrated the link between FLEs’ experience of an integrated set of 
IM programs and their perception of IMO. This thesis is the first to empirically 
examine this link and thereby contributes to the IM literature by confirming that  
management need to effectively undertake an integrated set of internal programs 
(i.e. actions) if they are to positively alter  employee’s perceptions of 
organisational strategy.   
The thesis further identified that FLEs’ perception of IMO play a central mediating 
role between experience of IM programs and FLEs’ outcomes. This is important as 
it extends past research, demonstrating that it is not just FLEs’ perception of IMO 
that affects employees’ job outcomes of OI and JS (Gounaris, 2008a; Lings & 
Greenley, 2010; Tortosa et al., 2009, 2010), but rather that their perception of IMO 
mediates the relationship between FLEs’ experience of IM programs and their job 
outcomes. This mediation relationship of FLEs’ perception of IMO has not been 
empirically in previous studies, therefore, the findings of this thesis significantly 
contribute to the current IM literature in regard to how the IMO process operates 
and can be effectively implemented from the FLEs’ perspective. 
The findings related to the mediation effect of FLEs’ perception of IMO also 
contributes to the existing IM literature  c in regard to how IM programs impact on 
employee outcomes of OI and JS. While a few other studies have found that IM 
programs have a direct impact on employee outcomes (Ahmed et al., 2003; Keller 
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et al., 2006), the findings of thesis did not provide empirical support for a direct 
relationship between FLEs’ experience of IM programs and their levels of JS and 
OI. The findings of this thesis, however, empirically confirmed that FLEs’ 
experience of IM programs indirectly impacts on OI and JS, through their 
perception of IMO. This highlights to the current marketing literature that the 
significance of considering FLEs’ perceptions of IMO, which appear to act as 
mediators between FLEs assessment of an integrated set of IM programs and their 
outcomes of OI and JS. This then identifies future research opportunities to further 
investigate the mediation effect of employees’ perception of IMO in different 
contexts. 
Homburg et al. (2009) extended the conventional service profit chain (SPC) 
perspective and found that FLEs’ job satisfaction and employee-company 
identification (i.e., social identification/organisational identification) leads to 
improved FLEs’ COB which, in turn, predicts positive objective firm performance. 
This thesis also found specific indirect effects of OI and JS (i.e., using phantom 
mediation analyses) on COB, confirming that FLEs’ OI and JS mediate the 
relationship between perceptions of IMO and FLEs’ COB. Additionally, the 
findings of this thesis extend on the existing IM literature by confirming that FLEs’ 
positive employee outcomes (i.e., OI and JS) and customer orientation (i.e., COB)  
can be achieved by having positive perception of IMO, resulting from FLEs’ 
positively experiencing the set of IM programs delivered.  
The connection between experience of IM programs positively altering perception 
of IMO which, in turn, impacts on FLEs’ OI and JS resulting in increased COB 
have not been integrated in previous studies, therefore, by testing these 
relationships, this thesis significantly contributes to the existing IM literature. The 
findings of this thesis clearly identifies that the ultimate focus of implementing IM 
targeting FLEs should not be limited to employee-focused outcomes (i.e., JS and 
OI), but rather should focus on engendering FLEs’ COB. Such findings are vital to 
the greater understanding of the marketing literature because past studies have 
confirmed that increased FLE COB results in improved organisational outcomes - 
such as customer satisfaction, customer-company identification, customer loyalty 
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and firms’ financial performance (Homburg et al., 2009; Peccei & Rosenthal, 
1997; Stock & Hoyer, 2005). 
 
The linkages found between JS, OI and COB also contribute to the existing 
literature in several ways. Past studies have found equivocal results in regard to the 
direction and relationship between JS and COB. For example, Wagenheim and 
Rood (2010) and Homburg et al. (2009) found no significant relation between JS 
and COB among FLEs, whereas, Hoffman and Ingram (1992) and Lee et al. (2006) 
found significant relationships exist between JS and COB among frontline 
employees. The findings within this thesis identify that from FLEs’ perspective 
there is a positive and direct relationship between JS and COB and, therefore, 
contribute to the argument that this link does exist. Studies, such as Wieseke et al. 
(2007), have suggested that employees’ OI should also positively predict COB, 
which is empirically supported in this thesis. This thesis also confirms the 
relationship between FLEs’ perception of IMO, and both OI and JS which, in turn, 
predicted their COB. These linkages are important as past researchers (for 
example, Wieseke et al., 2009) have argued that OI should be considered the 
ultimate aim of IM. Other authors have argued employees’ COB is the true aim of 
undertaking IM within organisations (Berry, 1981; Gronroos, 1993; Payne, 1993).  
Drawing upon the findings of this thesis, it can be highlighted that employees’ OI 
is an important outcome of implementing IM but is possibly not the ultimate 
outcome, especially when IM strategies and programs are delivered targeting 
FLEs. Given the positive relationship found between FLEs’ perception of IMO and 
OI, and between FLEs’ OI and COB, it does not appear to matter if the ultimate 
aim is OI or COB, as both arise from IM (although COB only occurs through OI 
and JS). 
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6.7 Managerial Implications 
Lings and Greenley (2009) pointed out that organisations need to focus first on 
developing and implementing internal market orientation (IMO) if they are to 
successfully implement their external market orientation (EMO). This thesis 
demonstrates that the execution of successful IMO targeting of FLEs is dependent 
on how FLEs view their firm’s IMO process, which results in their positive JS and 
OI, leading to positive FLEs’ COB. Understanding how FLEs respond to IMO is 
important as it has been argued in the literature that (see Section 2.5) that even 
though management may craft the most carefully developed IM strategy, the 
successful implementation of the process (i.e., IMO) is contingent on how FLEs 
respond to it (Gounaris, 2008a). Surprisingly, FLEs are not always positively 
disposed towards IMO but, rather, sometimes believe these programs are designed 
to increase the firm’s demands on its employees (Gounaris, 2008a; Harris & 
Ogbonna 2000; Kelley, 1992; King & Grace, 2008; Papasolomou-Doukakis, 
2002). This further highlights that there might be variations in perception among 
FLEs even when management believes it is delivering a consistent approach (as 
was identified in Table 4.22 of the range of IM activities undertaken by the 
participating insurance company). Thus, it can be reflected that management has to 
understand and consider how FLEs interpret a firm’s overall IMO processes if they 
are to be successfully implemented and, thereby, achieve organisational objectives. 
Firms can use their training sessions, workshops, conferences or formal meetings 
as forums to get subjective feedback on how their frontline employees are viewing 
the overall strategic IMO process. Annual surveys may also be designed and 
implemented to gain a broader understanding of FLEs’ perception of IMO. 
This thesis also highlights that when management is delivering an integrated set of 
IM programs which are positively experienced by FLEs, it results in FLEs’ 
positive viewing of IMO. This suggests that management needs to ensure that an 
integrated set of IM programs is delivered that engages with their FLEs (i.e., 
internal customers) in a way that meets their needs. Further, through confirmatory 
factor analysis this thesis empirically confirms that IM programs include three 
underlying dimensions (Section 5.6.1) - empowerment, participation in decision-
 
 
268 
 
making and communication formalisation between management and target 
employees (i.e., FLEs). Thereby, it can be highlighted that management needs to 
consider the set of IM programs involving those three underlying dimensions 
rather than putting emphasis on isolated IM programs, thus demonstrating IMO 
and IMP programs need to be integrated and to focus on employees in such a way 
they are seen to be valued (i.e., integrated internal marketing programs). 
Understanding the connection between delivering a set of integrated IM programs 
that are positively experienced by their FLEs and their positive perception of IMO 
as a strategy is, therefore, important for management as this, in turn, impacts on 
employee outcomes (i.e., increased employee satisfaction and organisational 
identification) which, in turn, leads to their improved customer-oriented 
behaviours. 
The mediation effect of perception of IMO between FLEs’ experience of IM 
programs and OI and JS provides important directions for organisations. The 
findings of this thesis confirmed that FLEs’ experience with IM programs only 
indirectly influences FLEs’ OI and JS. This highlights that if management wants to 
achieve increased OI and JS among FLEs, the firm needs to ensure FLEs have a 
positive perception of IMO (i.e., explain why they are undertaking activities) and 
ensure that the set of IM programs delivered meets FLEs’ expectations. 
This thesis also found that FLEs’ OI and JS plays a significant mediating role 
between FLEs’ perception of IMO and their COB. The breakdown of the total 
indirect effect through phantom mediation analysis revealed that both JS and OI 
equally and significantly mediated the relationship between perception of IMO and 
COB. This finding, in particular, informs management as it identifies that IMO that 
engages with FLEs will engender increased OI and JS among FLEs, resulting in 
improved COB and, thus, ultimately resulting in organisational success (Homburg 
et al., 2009; Stock & Hoyer, 2005). These connections highlight that tracking these 
antecedent variables (i.e., perception of IM programs, IMO, OI and JS) should then 
enable better management of customers’ experiences with FLEs. The tracking of 
the antecedents’ variables, in particular, needs to focus on measuring FLE outcome 
variables such as OI and JS more frequently, as this would indicate whether 
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existing internal marketing strategies and programs are, in fact, effective in 
achieving organisational objectives (i.e., through increased FLE COB). 
The thesis tested the model and the relationships between the variables within the 
financial services sector, drawing on data from FLEs working for one of the top 
five general insurance companies in Bangladesh. Given the complex relationships 
between the proposed variables and the significance of the findings in this thesis, it 
is recommended that these relationships are likely to hold for any firms that 
provide high-contact services such as real estate, tourism, aviation and nursing, 
where FLEs play a vital role in delivering service (Lovelock & Wirtz, 2011). 
However, there are some potential limitations that are discussed in the following 
section. 
 
6.8 Limitations 
This thesis makes a number of contributions to the internal marketing (IM) 
literature by developing and testing a model of IM integrating FLEs’ experience of 
IM programs, perception of IMO and FLE job outcomes (OI, JS and COB). 
However, it does have several limitations that should be identified.  
First, this thesis uses data from one industry, drawing on FLEs (i.e., salespeople) 
working for a single Bangladeshi company to test the conceptual model. While 
using FLEs from one firm in one country allows the researchers to control for 
confounding factors across companies, industries and countries, it could potentially 
limit the generalisation of the results. However, it should be noted that a review of 
the IM literature identifies a number of other internal marketing studies that have 
also used employee data from a single company in a single industry, including: 
Elmadag et al. (2008) who studied FLEs working for a logistics service 
organisation in the USA; Bell, Menguc, and Stefani (2004) who studied frontline 
retail employees working for a large retail organisation; and Tortosa et al. (2009) 
who studied frontline tellers working for a small credit institution in Spain. As a 
result, single organisational data do appear to be appropriate for examining IM 
relationships. 
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Second, the data were also collected at one particular time. Bagozzi and Yi (2012) 
have recently argued that cross-sectional survey data may not be strong enough to 
suggest causality between variables. A review of the IM literature reveals that 
research has infrequently considered longitudinal effects or samples, thus cross-
sectional studies would appear to be acceptable within the IM domain. 
Third, while the post hoc analysis found that common method variance was not an 
issue within the data generated for this thesis, all data were self-reported and it is 
possible that, potentially, CMV could still exist. Future research should integrate 
external measures of variables which might be a way to overcome this. It does, 
however, need to be identified that previous studies have also argued that even if 
CMV exists, it does not bias the results of the relationships (Conway & Lance, 
2010; Doty & Glick, 1998). Given the ad hoc testing process used within this 
thesis, it is suggested that CMV has not affected the results. 
Fourth, FLEs experience a comprehensive set of IM programs and this thesis 
proposed a measure of the overall experience of IM programs as a latent first-order 
construct. Gounaris (2008a) and Anaza and Rutherford (2012) also proposed that 
IM programs are a latent order construct comprised mainly of empowerment, 
participation in decision-making and communication formality. It does need to be 
identified that the specific structure of alternative IM programs delivered could 
also be important, such as training, development and reward systems and staffing 
(Ahmed et al., 2003; Foreman & Money, 1995; Thomson, 1990), and/or that there 
are interactions amongst these programs and the outcomes. Future research could 
examine the role of a wider set of factors, including the role of specific factors or 
levels of factors in terms of impacting FLEs’ perception of IMO and alternative 
FLEs’ outcomes. 
Finally, this thesis conceptualises perception of IMO as a first-order latent 
construct comprised of three major sub-dimensions - internal information 
generation, internal information dissemination, and internal responses. This was 
done because one of the underlying objectives of the thesis was to assess FLEs’ 
perception of the overall IMO process generally, rather than focusing on how IMO 
has been formed. A few studies do argue that the components of IMO (i.e., internal 
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information, dissemination and responsiveness) can be causally related to each 
other, and IMO should be conceptualised as a formative construct rather than a 
reflective higher construct (Lings & Greenley, 2010; Tortosa et al., 2009), other 
studies have conceptualised IMO as a reflective latent construct similar to the 
approach that was followed in this thesis (Gounaris, 2008a; Lings & Greenley, 
2009; Sanchez-Hernandez & Miranda, 2011). It is suggested, therefore, that future 
similar research might focus on identifying whether the sub-dimensions of IMO 
(i.e., internal information generation, internal communication and responsiveness) 
are, in fact, causally related. As a result, this formative conceptualisation of IMO 
might engender alternative employee or organisational outcomes. 
 
6.9 Directions for Future Research 
There are a number of directions for future research that could be undertaken to 
expand the research as well as to address the potential limitations addressed above. 
This thesis collected data for testing the proposed conceptual model from a single 
company in one industry in Bangladesh. While this approach allows controlling for 
confounding factors across companies, industries and countries, it does potentially 
limit the generalisation of the thesis findings. Therefore, it would be valuable to 
extend the current research into other companies, industries and countries to 
empirically confirm the generalisability of the thesis findings. For example, 
research based on data from FLEs working in several organisations should help IM 
scholars to confirm whether any variations in effect exist across organisations or 
contexts, in regard to FLEs’ perception about IM. Additionally,  research could be 
undertaken in other high-contact service firms such as in real estate, tourism, 
aviation and healthcare, where FLEs play an important role in implementing 
organizational strategies into action by delivering superior services through 
exhibiting positive COBs (Lovelock & Wirtz, 2011). Comparisons between FLEs’ 
perceptions could also occur between high and low contact service industries. It 
might also be important to examine the impact of different levels of FLEs’ 
importance, that is, whether the type of service delivered impacts on relationships. 
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Bagozzi and Yi (2012) suggest that all types of SEM-based studies using cross-
sectional research design might not be able to directly assess causality but only 
infer it. In contrast, they suggested that longitudinal or experimental research is 
more suitable to suggest causality between constructs. Given that this thesis used a 
cross-section research design (which has also been used in other IM studies), it is 
recommended that, in the future, longitudinal research could be undertaken to 
confirm the causality between the constructs. In other words, future research could 
measure FLEs’ perception of IMO over time to track whether their view of IM 
changes and how this, in turn, impacts on their alternative job outcomes. Thus, it is 
suggested that latent growth curve modelling in SEM (i.e., this technique enables 
researchers to perform repeated measurements on a sample of individuals at points 
in time) could be used to assess changes over time (Byrne, 2010). Of course such 
an approach does have methodological constraints related to securing responses 
from the same sample over time, especially in industries with high staff turnover. 
Within this thesis, post hoc analyses were used to assess common method variance 
(CMV) bias, which was identified as not being an issue (Section 5.7.2). While 
CMV has been tested and found not to exist, some studies suggest that collecting 
independent and dependent data from the same sample might be of a concern 
(Chang et al., 2010). Therefore similar future research could include external 
measures of FLEs’ behaviour such as measuring FLEs’ COB from the perspective 
of their supervisors and customers. The external measures might also include 
objective measures such as sales generated, lead conversion rate (if salespeople), 
satisfaction ratings by customers, number of complaints resolved etc. However, 
integrating such measures might be difficult if undertaking anonymous surveys. 
This thesis focuses on how FLEs’ experience a set of IM programs, as it has been 
argued in the literature that IM programs, when delivered in an integrated fashion, 
alter their views of IMO (Gounaris, 2008a; Higgins, 1996). An alternative body of 
literature also argues FLEs’ experience of specific or individual IM programs 
might not be equally effective on their job outcomes, even though management 
design and implement the IM programs with good intentions (Ashill, Rod, & 
Carruthers, 2008). Therefore, other possible avenues for future research are to 
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explore: (i) whether FLEs’ experiences of specific or individual IM programs are 
equally effective across programs; and (ii) whether FLEs’ experience of 
individual/specific IM programs results in positive employee outcomes which, in 
turn, should result in meeting organisational objectives. Undertaking such work 
would require experimentally manipulating alternative IM programs and allowing 
for an assessment of whether some programs are more important than others and 
whether it results in alternative FLE outcomes. However, this would require 
coordinated firm cooperation. Alternatively, researchers could test a single model 
in separate organisations within the same industry using alternative IM approaches. 
Some past studies in IM have conceptualised IMO as a formative construct rather 
than a reflective latent construct (Lings & Greenley, 2010; Tortosa et al., 2009). 
That is, the three underlying dimensions of IMO - internal information generation, 
internal communication and responsiveness - form the IMO construct rather than 
being reflected by the three underlying dimensions. This thesis focused on 
investigating how the overall IMO process is viewed by FLEs, not how each 
individual component forms IMO, thereby it was appropriate in the context of this 
thesis to treat perception of IMO as a reflective construct. However, there is some 
debate in the literature as to whether measures should be reflective or formative 
(Hoyle, 2012), therefore, future research might examine testing alternative model 
to see it there is an effect on employee outcomes.   
 
6.10 Conclusion 
To answer the six underlying research questions this thesis developed a conceptual 
model that integrated FLEs’ experience of IM programs, perception of IMO and its 
impact on OI, JS and COB. This guided the generation of seven underlying direct 
hypotheses and four indirect hypotheses addressing the research questions which 
are summarised in Table 6.2. 
The conceptual model was tested using structural equation modelling using a 
sample drawn from 295 FLEs (i.e., salespeople) working for a general insurance 
company in Bangladesh. All items used in this thesis to measure the underlying 
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construct in the model were adapted from previously validated scales, and were 
also pre-tested before distributing the surveys to the target respondents.  
The structural model held (F2 /df = 1.95, CFI = 0.94, TLI = 0.93, RMSEA = 0.05) 
and explained significant variance (i.e., 54%) in FLEs’ perception of IMO, and 
also adequate variance (i.e., 34.8%) in FLEs’ self-reported customer-oriented 
behaviour. The structural model also explained the reasonable amount of variance 
in FLEs’ organisational identification (14.8 %) and job satisfaction (34.8 %). As 
indicated in Table 6.2, the findings largely supported the hypothesised 
relationships proposed and, in the process, addressed the six underlying research 
questions of this thesis. 
Table 6.2: Summarising the Research Questions, Hypotheses and Results 
Research 
Question 
Hypothesis 
Generated 
Type of 
Hypotheses 
Support for 
Hypothesis 
RQ1: Does FLEs’ 
experience of IM 
programs positively 
impact on their perception 
of IMO? 
H1: FLEs’ experience 
of IM programs will be 
related positively to 
their perception of IMO. 
 
Direct Yes 
RQ2: Does FLEs’ 
experience of IM 
programs positively 
impact on FLE outcomes 
(i.e., job satisfaction and 
organisational 
identification)? 
 
H2: FLEs’ experience 
of IM programs will be 
related positively to 
their organisational 
identification. 
 
H3: FLEs’ experience 
of the set of IM 
programs delivered by 
their organisation will 
be positively associated 
with FLEs’ job 
satisfaction. 
Direct 
 
 
 
 
 
Direct 
No 
 
 
 
 
 
No 
 
RQ3: Does FLEs’ 
perception of IMO 
positively impact on FLE 
outcomes (i.e., job 
satisfaction and 
organisational 
identification)? 
 
H4: FLEs’ perception of 
IMO will be related 
positively to their 
organisational 
identification. 
H5: FLEs’ perception of 
IMO will be positively 
related to their job 
satisfaction. 
Direct 
 
 
 
 
 
Direct 
Yes 
 
 
 
 
 
Yes 
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RQ4: Does perception of 
IMO mediate the 
relationship between 
FLEs’ experience of IM 
programs and FLE 
outcomes (i.e., job 
satisfaction and 
organisational 
identification)? 
 
H4b: FLEs’ perception 
of IMO mediates the 
relationship between 
their experience of IM 
programs and their 
organisational 
identification. 
 
H5a: FLEs’ perception 
of IMO mediates the 
relationship between 
their experience of IM 
programs and job 
satisfaction. 
Indirect/ 
mediated 
 
 
 
 
 
 
Indirect/ 
mediated 
Yes 
 
 
 
 
 
 
 
Yes 
 
RQ5: Does FLEs’ job 
satisfaction and 
organisational 
identification directly 
impact on their customer-
oriented behaviour? 
 
H6: FLEs’ 
organisational 
identification will be 
positively related to 
their customer-oriented 
behaviour. 
 
H7: FLEs’ job 
satisfaction will be 
positively related to 
their customer-oriented 
behaviour. 
Direct 
 
 
 
 
 
 
Direct 
Yes 
 
 
 
 
 
 
Yes 
RQ6: Does FLEs’ 
organisational 
identification and job 
satisfaction mediate the 
relationship between 
FLEs’ perception of IMO 
and customer-oriented 
behaviour? 
 
H6a: FLEs’ 
organisational 
identification mediates 
the relationship between 
their perception of 
organisational IMO and 
their customer-oriented 
behaviour. 
 
H7a: FLEs’ job 
satisfaction mediates 
the relationship between 
their perception of IMO 
and their customer-
oriented behaviour. 
Indirect/ 
mediated 
 
 
 
 
 
 
 
Indirect/ 
mediated 
Yes 
 
 
 
 
 
 
 
 
Yes 
 
By empirically testing the hypothesised relationships between the constructs in the 
proposed model, this thesis sought to address several gaps in the literature. Table 
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6.3 summarises the five key gaps identified within the IM literature, and how this 
thesis has addressed the gaps. 
 
Table 6.3: Addressing the Key Gaps in the IM Literature 
Key Gaps Identified within the IM 
Literature 
How this Thesis Sought to Address 
the Gap 
Gap 1: Studies have only posited the 
link between FLEs’ experiences with the 
set of IM programs and employees’ 
perception of IMO, which has generally 
been based on anecdotal evidence 
(Dunne & Barnes, 2000; Gounaris, 
2008a; Harris & Ogbonna, 2000; 
Higgins, 1996; Thomson, 1990). 
The results of the SEM analysis 
empirically confirmed the link between 
FLEs’ experience of IM programs and 
their perception of IMO (β = .59, CIlow 
= .43 & CIhigh = .76, p<.01).  
 
The significant empirical relationship 
found between FLEs’ experiences of 
IM programs and their perception of 
IMO addressed Gap 1. 
 
Gap 2: While the relationship between 
FLEs’ perception of IMO and OI has 
been proposed based conceptually or 
based on anecdotal evidence in the 
literature (Lings, 2004; Wieseke et al., 
2009), it has not been empirically tested. 
The results of the analysis in this thesis 
found a statistically significant direct 
relationship between perception of 
IMO and OI (β = .69, CIlow = .26 & 
CIhigh = 1.2, p<.01). 
 
The significant relationship between 
IMO and OI which has been found in 
this thesis addresses Gap 2. 
 
Gap 3: Previous research only suggests 
that FLEs’ experience of IM programs 
alters the view of IMO and, in turn, 
positively affects employee outcomes 
such as OI and JS (Anaza & Rutherford, 
2012; Gounaris, 2008a). In reviewing 
the relevant literature, it has been found 
that previous studies are yet to 
empirically test the mediating effect of 
FLEs’ perception of IMO between 
experience of IM programs and their 
outcomes such as OI and JS. 
The findings of this thesis confirmed 
that FLEs’ experience with IM 
programs only indirectly impacts on 
FLEs’ OI (β (mediation) = .41, CIlow = 
.17 & CIhigh = .76, p<.01) and FLEs’ JS 
(β (mediation) = .46, CIlow = .28 & 
CIhigh = .74, p<.01) through their 
perception of IMO. 
 
The significant indirect relationship 
found between outcomes of OI and JS 
and IM programs through FLEs’ 
perception of IMO addressed Gap 3. 
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Gap 4: While proponents of internal 
marketing have argued that employee JS 
should predict an employee’s COB 
(Ahmed & Rafiq, 2003; Berry, 1981; 
George, 1990; Gronroos, 1985; Hoffman 
& Ingram, 1992; Lee et al., 2006; 
Tansuhaj et al., 1988) other studies have 
found that there is an insignificant 
empirical relationship between JS and 
COB (Homburg et al., 2009; 
Wagenheim & Rood, 2010). Therefore, 
whether a relationship exists between 
FLEs’ JS and their COB is equivocal in 
the existing literature. 
 
The results from this thesis confirmed a 
significant direct relationship between 
exists between FLEs’ JS and their COB 
(β = .22, CIlow = .07 & CIhigh = .39, 
p<.01) and therefore identifies the link 
exist at least in the context of frontline 
employees. 
 
This significant relationship found 
between FLEs’ JS and COB addressed 
Gap 4. 
 
Gap 5: Studies have suggested that 
FLEs’ perception of IMO should impact 
on their outcomes of OI and JS, which, 
in turn, should result in increased 
employees’ COB (Berry, 1981; 
Gounaris, 2008a or b??; Lings & 
Greenley, 2005; Payne, 1993; Wieseke 
et al., 2009; Woodruffe, 1995). 
Empirical testing of the 
individual/specific indirect path effects 
of OI and JS on FLEs’ COB has not 
been carried out in previous studies.  
The mediation analysis revealed that JS 
and OI both mediated the relationship 
between FLEs’ perception of IMO and 
their customer-oriented behaviours 
(COB) (i.e., total indirect effect (β = 
0.38, CIlow = .19 & CIhigh = .62, p<.01).  
 
To disaggregate the impact of each of 
the two mediation effects, a phantom 
model analysis was used, which 
confirmed that both OI and JS 
individually significantly mediated this 
relationship. That is, OI had a 
significant specific indirect effect of 
0.20 (CIlow = .06 & CIhigh = .37, p<.01) 
between IMO and COB. JS also had a 
significant indirect effect of 0.18 (CIlow 
= .05 & CIhigh = .37, p<.01). 
 
The specific indirect effect found for 
both OI and JS between FLEs’ 
perception of IMO and their COB 
addressed Gap 5. 
 
 
As indicated in Table 6.2 and Table 6.3, a significant and direct positive 
relationship was found between FLEs’ experience of IM programs and their 
perception of IMO, suggesting that when employees positively experience a 
holistic set of IM programs this then alters their perception of IMO. The results 
also suggest that FLEs’ experience of IM programs impacts on their outcomes of 
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organisational identification (OI) and job satisfaction (JS) only indirectly through 
their perception of IMO. This indirect connection thereby highlights to 
management that IM programs delivered by firms targeting FLEs should focus on 
achieving FLEs’ perception of IMO, which then should positively impact on their 
job outcomes of OI and JS. 
The findings in this thesis (as indicated in Table 6.2 and Table 6.3) also identify 
that FLEs’ OI and JS mediate the relationship between their perception of IMO and 
COB. Decomposing the total indirect effects, through the phantom mediation 
approach, revealed that both OI and JS have specific significant indirect effects 
between the perception of IMO and FLEs’ COB. This highlights to firms that 
management needs to engender IM programs that positively influence FLEs’ views 
of IMO which, in turn, impacts on their OI and JS and, ultimately, on their COB. 
By addressing the relationships between the variables in the model, this thesis 
contributes substantially to existing IM theories as well as to suggested managerial 
implications. This thesis contributes to the theory by assessing the relationships 
between variables in the model from the perspectives of FLEs, supporting the view 
provided in the IM literature that organisational objectives can be effectively 
achieved by increasing the primacy of FLEs’ perspective when it comes to the 
execution of successful internal strategies and programs (i.e., IMO and IM 
programs) (Babakus et al., 2003; Berry, 1981; Lings, 2004; Lovelock & Wirtz, 
2011; Malhotra et al., 2012). Further, the connections found between the constructs 
of the model also highlight to organisations that they should deliver a holistic set of 
IM programs (i.e., through empowerment, participation in decision-making and 
formalisation of communication) to alter FLEs’ perception of IMO, which should, 
consequently, result in improved organisational outcomes (i.e., increased 
customer-oriented behaviours) and, ultimately, organisational success (Homburg et 
al., 2009; Stock & Hoyer, 2005). 
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Appendix B: Plain Language Statement 
 
 
PLAIN LANGUAGE STATEMENT AND CONSENT FORM 
 
TO: Participant 
 
 
Plain Language Statement  
Date:  
Full Project Title: Frontline Employees’ Perspective on Internal Marketing 
Programs, Internal Market Orientation and Job Outcomes 
Principal Researcher: Professor Michael Polonsky 
Student Researcher: Mr. Ahmed Shahriar Ferdous 
Associate Researcher: A/Prof. David Bednall 
 
Participant selection and purpose of the study 
You are invited to participate in a research study looking at organisations’ internal 
marketing and its impact on frontline service employees (FLEs). Firms’ 
communication with employees is important, especially in financial service 
industries where FLEs deliver organisational promises to customers. Ensuring that 
FLEs buy into organisational policy and activities is essential as they are the face 
and the voice of their organisations to customers. A range of organisational 
activities that engage employees to achieve positive outcomes has been termed 
as internal marketing. 
We seek to identify how you as a frontline service employee view your firm’s 
internal marketing activities and how this in turn results in improved outcomes- 
i.e., employee job satisfaction, your identification with your organisational and 
customer-oriented behaviours you might undertake. To participate in this study 
we would like you to voluntarily fill in an anonymous survey which is attached to 
this letter. Completing and returning the survey directly to the researcher will be 
taken as your voluntary agreement to participate in the study. 
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Description of the study, including benefits and risks  
If you decide to participate, you will need to complete a 20 minute survey. 
Participation in this research is voluntary. If you do not wish to take part you do 
not have to and there are no negative consequences to not participating as no 
personal information will be collected and no information will be passed to your 
employer. 
The survey will include questions about: 
x Your demographic characteristics, including your age, gender, level of 
education, years of work experience in the financial services industry and 
years of work experience in your current organization. 
x Your perception about your organisation’s degree of empowerment, 
communications formality and participative decision-making.  
x Your perception about your organisation’s information generation about 
employee job related needs, communication of this information to 
employees and managerial responsiveness to this information.  
x Your level of job satisfaction, your belongingness to the organization (i.e., 
organisational identification) and your behavioural interactions with 
customers. 
We believe that there are no risks associated with participating in this research. A 
summary report across the sample will be provided to Continental Insurance 
Company Ltd. Though there is no direct benefit to you from participating in this 
study, your views expressed through voluntarily participating in this study will 
enable management to better understand and manage the development of 
internal marketing activities so that these are positively viewed by FLE, resulting 
in increased positive employee outcomes and satisfied external customers.  
 
Funding 
This research is partially funded by the School of Management and Marketing, 
Deakin University. 
 
Confidentiality and disclosure of information 
The data will be analyzed by Mr. Ahmed Shahriar Ferdous (Deakin University, 
Australia) as part of his PhD thesis and Professor Michael Polonksy (Deakin 
University, Australia), his supervisor and Associate Professor David Bednall 
(Deakin University, Australia). The survey will be stored as hard copies at Deakin 
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University in a locked filing cabinet. All data will be destroyed after six years from 
the date of publications. 
All demographic information collected from you will remain confidential and not 
shared with others; rather it is only being collected to describe the sample. In any 
publications related to this research will be reported in such a way that no 
individual can be identified, as we have no individually identifiable data. Your 
organization will receive an aggregate analysis and result of the report. 
 
Your consent 
Approval has been granted for this research from Continental Insurance Company 
Ltd. and they have distributed this information sheet on our behalf (i.e. we have 
not been given any personal information about potential participants). 
Participation in this study is voluntary. You are under no obligation to participate 
and a decision not to participate will not in any way affect your future relationship 
with your organization or Deakin University. You will not be adversely affected if 
you choose not to participate or withdraw from the research. Completing and 
returning the survey will be taken as your voluntarily agreement to participate in 
the study.  
 
Reimbursement for your costs 
You will not be paid for your participation in this project.  
 
Ethical Guidelines 
This project will be carried out according to the National Statement on Ethical 
Conduct in Human Research (2008) produced by the National Health and Medical 
Research Council of Australia. This statement has been developed to protect the 
interests of people who agree to participate in human research studies. 
The ethics aspects of this research project have been approved by the Human 
Research Ethics Committee of Deakin University. 
 
Further information or Concern 
If you have any concerns or complaints about the manner in which this research is 
being conducted please contact: The Manager, Office of Research Integrity, 
Deakin University, 221 Burwood Highway, Burwood Victoria 3125, Telephone: 
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9251 7129, Facsimile: 9244 6581; research-ethics@deakin.edu.au. Project 
Number < BL-EC 40-11 > 
If you have any questions, please feel free to contact the student researcher, Mr. 
Ahmed Sharhiar Ferdous (aferdous@deakin.edu.au) or Professor Michael 
Polonsky (Michael.polonksy@deakin.edu.au).  
The student researcher, Mr. Ahmed Shahriar Ferdous, will be positioned in 
Bangladesh during the survey period and can be contacted locally at his mobile 
number: XXXX. You can also contact Mr. Ahmed Shahriar Ferdous at North South 
University (School of Business, North South University, Bashundhara R/A, 
Baridhara, Dhaka-1229) if you have any issues associated with this research. 
 
We would be happy to answer any additional questions you may have in the 
future.  
 
Please keep this form for your records.  
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Appendix D: Summary of Missing Responses 
Univariate Statistics 
 
N Mean Std. Deviation 
Missing 
 Count Percent 
CF1  295 5.69 .988 0 .0 
CF2 295 5.68 .955 0 .0 
CF3 295 5.67 .806 0 .0 
CF4 295 5.52 .895 0 .0 
CF5 295 5.80 .869 0 .0 
CF6 292 5.75 .893 3 1.0 
EMP1 295 5.56 1.048 0 .0 
EMP2 295 5.80 1.002 0 .0 
EMP3 295 5.67 1.033 0 .0 
EMP4 295 5.80 .989 0 .0 
PDM1 295 5.62 .903 0 .0 
PDM2 295 5.52 .986 0 .0 
PDM3 295 5.39 .900 0 .0 
PDM4 295 5.54 .964 0 .0 
INGEN1 295 5.77 .800 0 .0 
INGEN2 295 5.72 .746 0 .0 
INGEN3 291 4.89 1.165 4 1.4 
INGEN4 295 5.68 .737 0 .0 
INGEN5 293 4.78 1.441 2 .7 
INGEN6 295 5.74 .743 0 .0 
INGEN7 295 5.82 .740 0 .0 
INCOM1 295 5.55 1.120 0 .0 
INCOM2 295 5.57 1.184 0 .0 
INCOM3 295 5.71 1.001 0 .0 
INCOM4 295 5.33 1.277 0 .0 
INRES1 295 5.77 1.089 0 .0 
INRES2 295 5.66 .969 0 .0 
INRES3 295 5.58 .940 0 .0 
INRES4 295 5.55 1.083 0 .0 
INRES5 295 5.64 .947 0 .0 
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OID1 295 5.58 .808 0 .0 
OID2 295 5.47 .868 0 .0 
OID3 295 5.51 .824 0 .0 
OID4 295 5.59 .835 0 .0 
OID5 295 5.55 .835 0 .0 
OID6 293 4.83 1.241 2 .7 
JS1 295 5.88 .777 0 .0 
JS2 295 5.75 .856 0 .0 
JS3 295 5.77 .825 0 .0 
JS4 295 5.79 .834 0 .0 
JS5 291 5.74 .805 4 1.4 
COB1 292 5.92 .677 3 1.0 
COB2 295 5.90 .678 0 .0 
COB3 295 5.82 .680 0 .0 
COB4 295 5.95 .710 0 .0 
COB5 295 5.86 .701 0 .0 
COB6 290 5.89 .695 5 1.7 
GENDER 295 1.31 .464 0 .0 
AGE 295 35.5627 6.58037 0 .0 
EDUCATION 295 3.78 .842 0 .0 
EXPFIN 295 7.1949 4.65205 0 .0 
EXPORG 295 4.7573 1.85144 0 .0 
performance 295 73.16 8.781 0 .0 
a. . indicates that the inter-quartile range (IQR) is zero. 
b. Number of cases outside the range (Q1 - 1.5*IQR, Q3 + 1.5*IQR). 
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Appendix E: Assessment of Multi-variate Normality  
 
 
